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WASH and WEAR Can Be Big Business For You 


SEE PAGE 45 
To order your own copy of our colorful WASH and WEAR wall chart see PAGE 49 








A Legend In Our Time 


Through his tremendous inventive genius. Thomas A. Edison 
achieved a public acclaim never before or never since equalled 
by ans inventor. Now. for the first time. this legendary name. 
so widely known and accepted, appears on a quality line of 
home comfort appliances, including these distinguished new 
Phomas A. kedison Dehumidifiers. 














These New Dehumidifiers Sell Easier Because 


Millions Know And Trust The Name 


Qu Edison. 


NEW ‘THOMAS A. EDISON DEHUMIDIFIERS 
DELIVER HIGH-PROFIT SALES THROUGH 
CUSTOMER CONFIDENCE 


Alert dealers and distributors have in these distinguished new Thomas 
\. kedison Dehumidifiers a profit-making potential unparalleled in the 
appliance industry today. 

Not only do these new dehumidifiers carry a brand name with an 
unusual degree of public acceptance. but they also represent high 
profit: sales in a rapidly crowing market. You ean realize a higher 
marein with Thomas A. Edison Dehumidifiers than with many 
appliances, and there are virtually no service. delivery or trade-in 
problems. 

In addition, every Thomas A. Edison Dehumidifier is designed 
and priced to be fully competitive with any thing on the market todav! 
Yet there ts no sacrifice of quality. Hach unit is engineered and built in 
the honored tradition of the great name it carries. 

To profit in this expanding market. sell the dehumidifiers with 
the brand name vour customers know and trust... Thomas 4. Edison. 
Mail the coupon below now for details of the most valuable new 
appliance franchise available today. 


Imperial Model TDAB-241 (At Left) \utomatic Humidistat operation, 
High capacity | 5 hop. unit with 2-rew evaporator coil, multi-fin condenser. 


and big 8-inch fan. Every unit l00°? performance tested for over 60 minutes. 


Deluxe Model TDB-241 (Not Hlustrated) Manual operation, but with 
same fine features and construction of Imperial model, including 8-qt. water 


container, swivel casters, °4" hose connection, and five-vear warranty. 


— aan COOLERATOR DIVISION 


Met-raw-bdiseon Company, Albion, Miehizan All . . . 
jion, Michigan 


Please send complete information on the Thomas 1. Edison Dehumidifier 


protien Detter) ta McGRAW-EDISON COMPANY 


Name 


Me, 
FINEST IN HOME COMFORT APPLIANCES Me AWE 


EDISON. 





SPOTLITE. --@ quick look at what's going on 


How's business? 

The answer depends, of course. It depends 
on just where your store is located and on 
general economic conditions in your area and, 
to some extent, on which products and which 
brands you specialize in. Even so, as most 
of the economic indicators for the first quar- 
ter become available and as the industry gets 
a sample of second quarter business, it's fair 
to conclude that business is probably a lot 
better than you might think. 

There's been a fair sprinkling of dealer 
complaints about first quarter business, 
with eastern dealers the most vocal on this 
score. Butdespitethese complaints, facts 
like these tend to indicate that the indus- 
try is in a pretty healthy state after all: 

---the regional reports by EM editors 
(beginning on page 13) have a definite air 
of optimism this month. Generally speaking, 
this optimism becomes more pronounced as 
you move west across the country and on the 
Coast it completely dominates the picture. 

---for the first two months of the year 
factory shipments of every product except 
gas-fired incinerators increased over the 
1958 level. Some of the jumps (almost 31 
percent for freezers and about 30 percent 
for refrigerators) are extremely impressive. 

---retail sales for the first two months 
as reported by our 27 cooperating utilities | 
(see page 22) also show uniform gains with 
room air conditioners the only product not 
running ahead of February a year ago. 

---manufacturer after manufacturer repor- 
ted substantial sales gains. Maytag expects 
its first quarter business to be up 25 per- 
cent and president Fred Maytag predicted 
that laundry industry sales for the first 
quarter would be up about 18 percent with a 
gain of eight percent over 1958 expected in 
the second quarter of the year. . . Kelvina- 
tor reported a 21.4 percent gain in appliance 
sales in the first quarter with refrigera- 
tors up 25.2 percent and laundry equipment 
up 22.5 percent. . Admiral president Ross 
Siragusa told stockholders that estimated 
overall sales for the first quarter are 15 
percent ahead of 1958. TV shipments are up 
37 percent, radio and stereo hi-fi 55 percent 
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and appliances (excluding air conditioners) 

up 20 percent. . . Speaking for NEMA's room 

air conditioner section, Chrysler Airtemp's 

Joe Ogden predicted that unit sales would 

hit between 1, 600, 000 and 1, 750, 000 this 

year, thus topping last year's totals by at 

least 250,000 units. . . Frigidaire's Herman 

Lehman said last month that first quarter 

sales of all his firm's products were ahead 

of last year and that sales projections for 

the rest of 1959 indicate that this could 

be the firm's third biggest year. . .Sensing 

this general pick-up in industry business, 

the Wall Street Journal gave front-page 

space to a roundup story summarizing the 

sales gains achieved thus far and those ex- 

pected for the balance of the year. . .And 

the Gas Appliance Mfrs. Assn. formally re- 

vised its predictions about 1959 business. 

Instead of an overall gain of nine percent 

in household, commercial and industrial 

equipment, GMA now thinks the gain will 

run in the neighborhood of 15 percent. 
Obviously intent on sustaining the pace 

set so far this year, the industry last 

month embarked on still more new promotions. 

NEMA's room air conditioner section previewed 

the industry's first all-out united pro- 

motional program (see page 116 for an editorial 

appraisal of this program). . . The country's 

daily newspapers launched a May-June drive 

to capitalize on the family gift market. 

And in Marion, Ohio, the Saturday Evening 

Post cooperated with EEI in conducting a 

"test promotion" on electric kitchens. 
Meantime, appliance dealers were offered 

the opportunity to cash-in on promotional ef- 

forts in another field. The approach of warm 

weather produced a swelling volume of adver- 

tising by clothing stores on ''wash and wear'' 

garments. For the guidance of appliance 

dealers anxious to cash-in on this interest 

in wash and wear but confused about the sub- 

ject itself, we've rounded up all the basic 

information on wash and wear ina Special 

Report which begins on page 45. Included is 

a unique and useful Check Chart on how to 

launder Wash and Wear. We've produced wall- 

size blow-ups of this chart which are 

available at only $1 apiece (see page 50). 
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- HOMEMAKERS PROVE THE VERSATILITY OF HOTPOINT 





Hotpoint offers “Wrinkle-Free” 
washing for wash-and-wears on all models 


Your customers expect their new automatic 
washer to launder wash-and-wears “wrinkle- 
free.’ But wash-and-wears that are washed 
ter warm enough to remove “wear 
rinkles will develop “spin” wrinkles unless 
they are cooled before the spin cycle 
Thats why every model Hotpoint auto- 
casher features a cool tempering over- 


he end of the wash and rinse periods 


MODEL LW990 


Sell the Hotpoint Washer Line 

in 1959—it's designed to give 
Dealers a wide range of models for 
greater promotional, sell-up and 
profit opportunities than 

ever before! 
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The fabrics spin cool, and come out practi- 
cally “wrinkle-free.”’ 

And Hotpoint’s 6-Cycle washer offers a 
special wash-and-wear cycle that automati- 
cally provides the proper water temperature 
plus the right agitator and spin speeds at the 
touch of a button. 

Take advantage of Hotpoint’s wash-and- 


wear features to close more washer sales. 
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Hotpoint offers a separate washing cycle for every type of load and, 





ha 


“Wrinkle-Free” Washing 
Cold water added at the end of the wash 
and rinse periods cools fabrics, reduces 
spin wrinkles. And Hotpoint offers this 
“wrinkle-free” feature on all models 
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WHITE SOX PROVE THE QUALITY OF HOTPOINT 


“Our Hotpoint laundry 
sets a rugged work-out 
every day—and stands up like a champion!” 


SAYS “SHARKEY” COLLEDGE white Sox Equipment Manager for over 54 years rough, day-in-day-out wear like a real pro.”’ 


‘Every day, we pour big loads of dirty, grass-stained socks Dependable performance under rugged conditions like 
and sweat shirts into our Hotpoint Washer and Dryer. And these reflects the championship quality that’s built into 
every time, they come out clean as new . . . automatically. every Hotpoint Washer and Dryer. Sell Hotpoint durability 
No homemaker would ever give her laundry equipment the —it can mean greater sales, customer satisfaction and prof- 
abuse we do, but our Hotpoint pair stands up under this its for you in 1959! 











“Sharkey” Colledge, White Sox equipment manager, White Sox stars Billy Pierce (left) and Jim Landis (right) view result 
washes a load in the team’s Hotpoint automatic washer. as “Sharkey” removes the load from the Hotpoint automatic dryer 


Hotpoint Dealer's profit opportunities are greater than ever before 
if you're not a Hotpoint Dealer, you should be! 


LOOK FOR THAT DIFFERENCE! (4 y oa 


A Division of General Electric Company, Chicago ¢4, Illinois ; iy 
ELECTRIC RANGES - REFRIGERATORS : AUTOMATIC WASHERS ° CLOTHES DRYERS *- CUSTOMLINE 
DISHWASHERS - DISPOSALLS® + WATER HEATERS «+ FOOD FREEZERS <« AIR CONDITIONERS 
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We came up with the right choice, Mrs. Joyce. 
This Waste King Dishwasher will blend in perfectly 
with your new cabinet designs. 


See? Perfect fit. You'll like this Magi-Matic Cycle Selector, too. 
You can pre-wash a few breakfast dishes for full washing later...set the cycle for 
Pots and Pans and plastics...or completely wash, rinse and dry a full load. 
All you do is push the buttons! And exclusive Waste King humidity free drying 
keeps the moisture in the machine... puts an end to 
foggy windows and limp curtains and drapes. 








This Waste King Dishwasher really cleans dishes—up to a full 
* He said it almost as well-as 
Waste King’s ads in Living for 
Young Homemakers, American 


install your Waste King Dishwasher? Home, House Beautiful, and 
No trouble at all. No trouble after it's in, either. ~ House & Garden. 
f /, 


service for 12. A special jet scrubbing action scours every dish, suds are 
drained away, and two rinses finish the job. Notice how quick and easy it was to 


| haven't had a call-back, yet!* 


ATS (a King 
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IN THIS MONTH’S ISSUE...... FOR 


Spotlite...a quick look at what’s going on 
Trends... the national picture 

Trends ... region by region 

How’s Business... retail sales at a glance 

Stock Market Report ...the industry on Wall Street 


ECONOMIC CURRENTS: Consumer Optimism Means 
Good Business 


MORT FARR SAYS: You Can Cash in on the 
Wash and Wear Boom 


SPECIAL REPORT: Wash and Wear 


How To Be an Expert on Wash and Wear JAMES J. CASSIDY 


Look What’s Happened to the Power Mower JOHN DECKER 
The Builder Works for This Dealer 

Do You Really Know How To Handle Women? KEN WARNER 
Four Ways To Draw Traffic 

Simple Pay System: Would It Work for You? 

You Can’t Buy an Air Conditioner Here JOHN A. RICHARDS 
BETTER HOME MERCHANDISING: The Department of Ideas 

He Sells ‘““By the Book” 


Saving Money on Service 
News at a Glance 
People in the News 


New Products 
Scheduled Meetings 


Editorial: Boost for Room Coolers 
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Get this winning combination for 
greater range-servicing profits! 


Simple ‘‘Look-Alike”’ Replacements with minimum 
stocks, fast turnover. Noselling needed, because you 
have both thin tube and Monotube® surface units. 


Profitable *‘One-Call” Sales when you carry a stock 
of ‘TK surface units and switches on your truck. 
A small assortment covers 90% of your customers’ 
— needs. 
~Or > Fast Fill-In Of Stock and delivery of specials. 
s More than 700 distributors carry and recommend 
va TK range replacements, one or more near you. 
You can double your sales, quadruple your profits 
with TK ‘‘designed with service in mind”’ replace- 
ment units. Write today for full details . . . or see 
your TK distributor. 


OF FERRO CORPORATION 


ys 823 | YNITOR AVE. * CHICAGO 339, ILL. 


a -) 
on FERRO cot lectric heating units for home and industr 
y 
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What makes HOOVER the biggest name in floor care? 


Armature from Hoover Polisher 
(CTaitr-] Mtb 4-9) 


Armature from another leading Polisher 


(CTait-| mip 4-)) 
} 


= 
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Hoover never sends a boy to do a man’s job 


What you can’t see can hurt you .. . if it breaks down. 

But Hoover takes pains to see that this doesn’t happen 

Because in a Hoover, even the hidden parts are strong. No skimping on 
size ...or strength... or quality. . . ever. 

Every part in a Hoover is engineered to be more than strong enough to do 
its work—for years and years to come. 

All this means more satisfied customers and fewer service problems for you. 
MUSCLE: one of the reasons why you find Hoovers in the home . . 
the repair shop 


HOOVER. 


FINE APPLIANCES. ... around the house, around the world. 


not in 


ELECTRICAL MERCHANDISING—MAY, 1959 








eae oe LE OF 8 Rp ge @ i See. Ole he — 7 Oe ie. ae & 


\ 





ae Tee 


Photograph of Hotpoint’s exclusive washing method. Rotor arms at bottom wash lower rack, spinner at top washes upper rack 





Only Hotpoint dishwashers have two separate “shower heads,” each with 

a specially-designed washing action. Sweeping jets of water from the top 

head provide thorough, safe washing for finest cups and glasses in the 

upper rack. Driving jets from the one below scour away heavy soil from Hotpoint Dealers’ profit opportunities are greater than ever before . . . 


plates, pots and silver in the lower rack 
If you're not a Hotpoint Dealer, you should be! 


Double-Deck Washing Action is a truly significant achievement in dish 
washer design. Yet, it is but one step in the Hotpoint tradition of creative * 
engineering —a tradition that has resulted in the industry's most impres 
sive record of product development, including the world’s first practical 


automatic dishwasher 


Hotpoint engineering results in quality products that perform bette 
A Division of General Electric Company, Chicago 44, I/lino 


ind last longer. Sell Hotpoint quality and you sell customer satisfaction 


) 


dif iiih 
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Bai ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS ¢ CLOTHES DRYERS * CUSTOMLINE® 
“Coraice™ DISHWASHERS + DISPOSALLS* «© WATER HEATERS « FOOD FREEZERS « AIR CONDITIONERS 





aviex-cneex or evemess (YENGS 


LATEST 
MONTH 


PRECEDING 
MONTH 


— THE YEAR SO FAR 





FACTORY SALES 
appliance-radio-TV index (1947-1949= 100) 178 


12.9% up 


154 137 (2 Mos. 1959) 





RETAIL SALES 
total ($ billions) 17.6 


8.7% up 


17.5 16.] (2 Mos. 1959) 





DEPARTMENT STORE SALES 
index (1947-1949=100) 14] 


8.3% up 


139 13] (3 Mos. 1959) 





CONSUMER DEBT 


owed to appliance-radio-TV dealers ($ million) 350 


.1% more 
356 351 (2 Mos. 1959) 





FAILURES 


of appliance-radio-TV dealers ~ 3] 


23.4% less 
25 49 (3 Mos. 1959) 





HOUSING STARTS 


(thousands) 


120.0 


36.3% u 
89.0 81.4 (3 Mos. 1959) , 





AUTO OUTPUT 


{thousands} 


576.1 


29.2% up 


478.5 (3 Mos. 1959) 


357.0 





DISPOSABLE INCOME 


annual rate ($ billions) 


315.8" 


1.8% up 


* 
315.1 (12 Mos. 1958) 


306.8* 





LIVING COSTS 


index (1947-1949= 100) 123.7 


1.1% up 


123.8 (2 Mos. 1959) 


122.5 





CONSUMER SAVINGS 


annual rate ($ billions) 


7" 


2.6% down 


23.6 (12 Mos. 1958) 


19.6* 





UNEMPLOYMENT 
(thousands) 362 


4,749 





6.9% down 


5,198 (3 Mos. 1959) 














Sources 


n order: FRB, Dept. of Commerce, FRB, FRB, Dun & Bradstreet, Bur. Labor Statistics, Ward's Auto 


Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Census Bureau) (*New Series) 


The Federal Trade Commission has taken a giant step to 


e xpand ‘the application of the Robinson-Patman act. 


Up until now, the Commission has concentrated its en- 
forcement on sellers who grant discriminatory prices. Now, 
the Commission has filed a series of decisions which make it 
equally unlawful for the buyer to induce the seller to grant 
such prices. cies 

~ The law has always read that it is unlawful for a buyer 
“knowingly to induce or receive a discrimination in price.” 
But in a 1953 test case the Supreme Court held that the fact 
that a buyer bargains for and gets a lower than list price 
does not prove he “knowingly” 
price. 

That ruling pretty well stalled the FTC crackdown on 
buyers. Now, however, the Comission is trying again. 


induced a discriminatory 


Three different automotive jobber buying associations are 
involved and the FTC has ordered the three groups and 42 
members to stop inducing and accepting discriminatory 
prices. (The Commission has already ruled that the sup- 
pliers involved had granted illegal price discriminations). 
The Commission contends there were no substantial savings 
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on purchases made through the buying group and that the 
buyers should have known the lower prices they were receiv 
ing could not be cost-justified by the sellers. 

The Commission says that ‘ 


‘trade experience in a given 
situation can afford the degree of knowledge” required by 
the . 1953 | Supreme Court decision. “The record shows that 

various competing jobbers ‘did not purchase individually in 
sufficient volume to receive comparable discounts. There is 
likewise evidence of keen competition, small profit margins 
and other factors sufficient to justify a conclusion that the 
discounts may result in substantial injury to competition. 
It is also clear that (the jobbers buying through the co-op) 
knew all such factors.” 








The government’s decision on how to apply exc ise taxe 
to room air conditioners is ‘about. the best ke “pt secret Wash- 
ington has ever known. 

At this writing nobody is at all sure just what will hap 
pen. Some manufacturers, however, profess a degree of con- 


Continued on page 10 
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...and start making money 
on electric range service calls 


In a box 11x 19x 14” you can carry everything required to 


replace any standard electric range surface unit. 


And this entire Chromalox “truck inventory” (5 replacement 


elements and 7 adaptor rings) costs less than $50. 


shite ea 


> 
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Chromalox has a complete line of replacement electric heating 
elements: Surface and bake elements for ranges flange and 
screw-plug immersion elements and wrap-around elements for water 
heaters . plus water heater thermostats. Call your Chromalox 


Distributor... or write Edwin L. Wiegand Company. 
A986 


(om ml ae, oe: ae oem 4 
INDUSTRIAL + COMMERCIAL « RESIDENTIAL 


EDWIN L. WIEGAND COMPANY 
752S Thomas Boulevard ¢* Pittsburgh 8, Pa. 





trends 


CONTINUED 


fidence that the Internal Revenue Service will take the in- 
dustry’s problems into consideration when making its long 
delayed decision. 

You'll recall that last fall IRS announced that it would 
apply the excise tax to all units including those of one horse- 
power or over. Until that time, larger units were exempt. 
The industry has waited and waited for the terms of this 
decision to be announced—effective date, etc. Now, the situ- 
ation has been further complicated by the Circuit Court of 
Appeals in Chicago. The Court ruled on March 20 that all 
air conditioners “‘of the household type” are subject to the 
tax and that the IRS had been in error in ever setting up 
any exemption for larger size units. 

The how and when of the new tax is thus still very much 
up in the air. Of only one thing is the industry at all sure— 
the tax 7s coming. 


Even servicemen can’t agree on the merits of printed cir- 
cuits. a : 

The National Alliance of TV and Electronic Service Asso- 
ciations recently queried 2500 servicemen on the subject and 
got answers from 1870 of them. Of the group, 56 percent 
thought printed board sets require more service while 40 
percent felt that service on either printed board sets or hand 
wired models was the same. 

In the week in which the survey was taken, the 1870 
servicemen handled 90,600 service calls and 471 of these 
were directly attributable to printed board circuit. That fig- 
ures out to be one out of every 193 calls. Sixty-seven percent 
of the respondents felt that the week’s experience in this 
regard was average. Thirty-five percent felt that service 
problems can be attributed directly to printed boards. Asked 
for their specific complaints about the boards, servicemen 
singled out accessibility. Forty-two percent felt that newer 


boards were less of a problem—but 42 percent found no sig- 
nificant change. 

Summarizing these and other findings, executive director 
Frank Moch concludes that independent service people are 
not so much opposed to printed boards as they are to the 
applications of these boards. Printed boards are here to stay, 
avs Moch, and all set producers can be expected to use them. 
\nd, he adds, many of the complaints uncovered in the sur- 


vey are already being cleared up. 
* 


Don’t overlook the significance of the interim report made 
in March by the Army Signal Corps and RCA on the “micro- 
module” program which these two have been working on. 

Already, researchers on the program have managed to 
shrink the size of electronic equipment and products. 
lhey’ve produced radios as small as lumps of sugar and the 
program is said to promise a tenfold reduction in size and 
weight of many vital military devices. 

How about applications in consumer electronics? The new 
concepts will certainly find their way into consumer prod- 
ucts. That’s what reporters were told by RCA executives 
during the press demonstration. End 
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Young families 
are the big buyers 
of appliances 
in Chicago 











Your prime prospects for appliances are the young 
householders with growing families to bring up. 


’ ’ a age 
Tn Chi ago and suburbs the Sun-Times reaches more Y n f Mm | | ies 
young men and women up to %5* than any other ou 2 a 
Chit ago rieu Spa pe UF 
is sure to reach these “biggest buyers’? when you 


mats be BT CHICAGO SUN-TIMES 


...more than any other paper 


Your advertising in full color or black and white 


Source: Publication Research Service Study No. 5 
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Dominion’s 4 
Feature-Of- The-Month 


Biggest Opportunity for 
Profits in Your Lifetime! 


NEW! inners 


4 to 10 Cu COFFEE MAK 


Here's the appliance you've been looking for... your chance 
to get on the profit bandwagon with the sensationally-new 
Dominion fully-immersible coffee maker. Check the features 
and you'll agree, this can be your biggest table appliance profit- 
maker—EVER! 












Fully immersible—handle and all \/ Fully automatic—shuts 
off when coffee is brewed, keeps coffee hot until served 
Accurate, pre-set thermostat assures same delicious flavor 
every time Indicator jewel tells you when coffee is ready 





Brews reqular or instant coffee \/ Fast-acting cold water 






























pump Cup markings 
roCcK AND SELL THE COMPLETE DOMINION COFFEE MAKER LINE Dealer Winners in March Contest 
Build volume with this new 4-to-10 cup immersible. Add plus $250 Appliance Package $150 Appliance Package $100 Appliance Package 
a] wit iomini ’ Y -to-10 c ‘ 9). 6c sle Mr. Arnold Reill Mr. Otis Ward Mr Roger C, Sullivan 
li ith Dominion’s other 4-to-1 cup and 2-to-6 cup models. erage etyp ss <—lo e  In 
Call your Dominion distributor today! Beverly Hills, Calif Madill, Okla Hanover, III 
Winners of $50 Dominion Appliance Packages 
Mr hn C. McGee Mr. Rex A. Reinhart Mr. Michael Cohen 
ners Appliance Store Victoria Bidg. Supply Manhattan Jlrs. 
ga, Tenn San Francisco, Calif Bangor, Maine 
rge N. Wakely Mr. C.A. Turner Mr. Richard Bertine 
le Hardware Co Graybar Elec. C« Inc Kellogg & Bertine 
lle, Maine Des Moines, lowa New York, N.Y 
y R. Lindener Mr. Jay Richardson Mr. S. A. Ulven 
Jury-Rowe’'s Lederer, Inc Ulven Hardware 
nsing. Mich Bridgeport, Conn Rose Creek, Minn 
Mr. Jack Lipman 
C M Lipman Furn. Co. 





DOMINION 


THE LINE THAT FEATURES 
FULL PROFIT MARGINS! 





DOMINION ELECTRIC CORPORATION * Dept. EM-5, Mansfield, Ohio 
I'd like to win one of the appliance packages, please enter me 


in the May contest. | have the Model 1608 immersible coffee 
maker in stock or on order, and know the features 


(PLEASE PRINT OR TYPE) 
Nome of Store 
Person to Ca Mr. M Miss 


Address 
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THE 
EAST 


By John A. Richards 





Hard work the watchword with dis- 
tributors, dealers and utilities . . . 
Everything limps but refrigeration 
and laundry .. . Service a thorn 


£ were: plenty of evidence in the East 
that sluggish mid-April sales are not 
slackening distributor and dealer activity. 


If anything, everybody’s working hard- 
er. In Buffalo, for instance, a big distribu- 
tor launched a “Million Dollar Sale,” a 
$30,000 across-the-board program to pro- 
mote the sale of 5,000 products. In Phila- 
delphia it was kitchens and_ stereo. 
In cities as far removed as Baltimore and 
Rochester stereo drives were accelerating. 
Typical at the dealer level was a Boston 
retailer’s three-week-old warehouse sale. 
This was uphill and pushing the market 
“the hard and costly way.” 


Even the utilities churned up many 
eastern markets. The Long Island Light- 
ing Co. aimed a two-month air conditioner 
promotion at 500,000 Nassau and Suffolk 
families. It threw in 50,000 lines of news- 
paper advertising, daily radio spots, 40 
dealer prizes worth $50, and a scholarship 
to this summer’s NARDA School of Man- 
agement in Washington, D. C. 

Throughout Connecticut, save for the 
cities of New Haven, Bridgeport, and 
Hartford, Connecticut Light & Power was 
in the midst of a six-week range and water 
heater campaign, prodding 300 dealers to 
participate. And Consolidated Edison did 
some prodding of its own with a bold new 
approach to kitchens. Basically it divided 
kitchens into four basic product centers 
and allocated $200,000 initially for its new 
push on kitchen modernization. 


Except for refrigeration and laundry, 
products in the East were in a limping 
period. Refrigeration was strong in Phila- 
delphia, Washington, and Buffalo. In Mad- 
ison, N. J. a dealer was ahead in these 
products by about 50 percent. He was off 
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in brown goods a good 35 percent. Simi- 
larly drops of five to 20 percent in TV and 
related products were reported by big 
chains and independents in metropolitan 
New York and New Jersey. The big noise 
in air conditioners was yet to come. Typi- 
cal were northern New Jersey and Wash- 
ington, D. C. dealers who were waiting for 
pre-season nibbles. However, in metro- 
politan New York a leading AC distribu- 
tor’s floor plan yielded business equal to 
last year. Advertising was picking up lo- 
cally and the prospect was bright for “a 
darned good year.” 


Local pressures kept bobbing up to dis- 
turb what little placid selling waters there 
were around. In Philadelphia and New 
York (and it was spreading through the 
East) dealers were alarmed at bank credit 
plans. Some felt they would rob dealers of 
potential prepayment interest earnings on 
time accounts and also drive cash custom- 
ers into the arms of big discounters. In 
Washington the much-publicized program 
to cut out comparatives in ads (see EM, 
April, 1958, page 56) has collapsed. Also 
in Washington a TV repair service organi- 
zation has bobbed up which offers custom- 
ers a $26 contract and seeks to have deal- 
ers participate for $13 per contract. 

One Philadelphia dealer thinks he has 
the solution to his service woes. He’s go- 
ing to try (1) mobile radio and (2) pay- 
ing servicemen on a flat rate basis. 


THE 
MID- 
WEST 


By Ken Warner 


Chicago stays in low gear... But 
pace quickens in the hinterlands . . . 
Stereo has hi-fi spinning its wheels. . . 
Portable TV gets going. 


YPOTTY was the word for April. Refrig- 
KJ eration seemed to be moving well, 
and freezers stayed ahead of last year’s 
performance. Hi-fi, including stereo, has 
slacked off, but TV held its own. Laun- 
dry equipment stayed pretty quiet. And 














there’s some air conditioner activity. 
Those are general statements, of course. 
What they add up to is a “normal spring.” 


In Chicago proper, distributors are no- 
ticing a definite slowdown. Inventories 
are evidently up to the limits set by the 
last year’s business, and the feeling is 
that the only way merchandise is going to 
move out of distributor hands is for the 
dealers to start moving it at retail. Rue- 
fully, one distributor said, “It didn’t used 
to be this way.” 


Chicago dealers are regretting, slight- 
ly, the sudden rise of stereo. Their feel- 
ings are roughly equivalent to the kind of 
“regular” hi-fi inventory they’re carrying. 
“The stuff doesn’t sell” is the common 
complaint. One west-sider says, ‘“They’ll 
come in here and pick up a $400 stereo 
rig like it was a bag of peanuts, but I 
can’t give the ordinary hi-fis away. And 
they aren’t interested in re-worked stuff, 
either.” 


But TV is still rolling along, with the 
bulk of the dollars buying 17-inch porta- 
bles. Some consoles moving out, too. One 
northsider is still moving color TV ata 
five-a-month clip, even without much ad- 
vertising help. While this represents for 
this outlet a considerable color letdown, it 
is evident that there is money around. 


The new “clean” ads are providing 
headaches to many outlets. With leader 
advertising pretty well cleaned up, some 
Chicago sales floors are noticing a defi- 
nite drop-off in advertising response. Ads 
of a size and with an offering that were 
“cruaranteed” to pull customers when the 
refined ‘‘was-is” technique was used fall 
flat when “44 cents a day” is the only 
price in sight. “We need a gimmick,” says 
one sales manager, “if we can’t use a pull- 
ing price. We can’t get ’em to come in it 
looks like.” Of course, this problem is 
strongest where loss-leadering was the 
most used, so unconcerned dealers are 
easy to find, too. 


They’re not watching their inventories 
so closely outside the metropolitan mar- 
ket. Contract business seems to be up, 
prices are “a little firmer,” and payments 
are coming in on schedule. And dealers in 
northern Illinois, Indiana and Iowa all 
report good results with various promo- 


tions. A month ago they weren’t as confi- 
dent as they are now, with solid evidence 
that promotions are going to pull. “I sold 
70 units in a four-day push,” says one 


Continued 07 pade 16 
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NEW Qte23 0: 
BREAKS THE 


BLENDER VOLUME 
BARRIER. 
Wone 9 SNGLESPED Qala 2 2499 
ie 29 


95° 


REGULAR RETAIL — $32.95) 


INTRODUCTORY RETAIL PRICE 
MODEL 99 TWO-SPEED (gbesdasla 


NEVER BEFORE SO MUCH BLENDER QUALITY AND VERSATILITY FOR SO LITTLE MONEY 


Suddenly ... a specialty becomes a volume seller! 


Oster — first and foremost maker of liquefi- 
er-blenders — breaks the blender volume 
barrier with new OSTERIZER Junior. 

@ Priced within easy reach of the mass market, new 
OsTERIZER Junior brings you blender volume-profit 
opportunities never before possible. 

@ More than just a drink mixer, 
does dozens of tiresome 


OSTERIZER Junior 
, time-consuming kitchen 


INTRODUCTORY PROMOTION TIMED TO TAKE 


Weddings, anniversaries and Father's Day add up 

to a gift buying volume second only to Christmas 
You can get more than your share of these wel- 

come consumer dollars by displaying the exciting 


*PRICING SCHEDULE 

Model 99 two-speed 
OSTERIZER Junior 
Introductory Retail - 
Regular Retail 


DEALER COST: 


Model 9 single-speed 
OSTERIZER Junior 
Introductory Retail 
(Regular Retail 


DEALER COST: 
1 to 3 units — $18.25 


$24.95 
$26.95) 


ANOTHER PROFIT-MAKING 


chores instantly, at the flick of a switch. Blends, 
chops, grates, grinds, liquefies, mixes, purees . . 
eliminates most of the effort from food and bever- 
age preparation to meet the demands of today’s 
homemakers for easier, more gracious living. 

@ New Models 9 and 99 round out the OSTERIZER 
line .. . give you a range of models and prices for 
appeal to the mass market all the way up to the 
carriage trade. Now, everyone can own an OSTERIZER! 


ADVANTAGE OF BIG GIFT BUYING SEASON 


new OSTERIZER Junior. 

And Oster gives you special introductory pricing, 
too... lets you offer your customers a $2.00 saving 
on Model 9 —a $3.00 saving on Model 99 


Oster Manufacturing Co., Dept. G9 


5047 N. Lydell Ave 


- $29 95 
Milwaukee 17, Wis 


| am interested in the new OST 


1 to 3 units — $22.00 


PROMOTION FROM 3 or more — $17.50 3 or more — $21.00 


Also, to you, from Oster—free—a useful Promotional Package 
of colorful store trim for merchandise-moving window and 
counter displays; newspaper ad mats and radio spots to identify 
your store as the place to go for new OsTERIZER Junior. 

And the place for you to go is your Oster distributor. Give him 
a call, now, and stake your claim to a big bonanza of OSTERIZER 
Junior sales and profits. 


John ster Manufacturing Co., Milwaukee 17, Wis. 


1959 


R DISTRIBUTOR IS 


ELECTRICAL MERCHANDISING—MAY, 








trends 


REGION BY 
REGION 














vner, “sol figure this is going to 


Midwest utilities are stirring with the 
springtime. Although electric heating is 
the big item—compared by one interested 
byst ler to the introduction of fluores- 
ent light as an excitement-producer—the 


DI nce promotions are falling in line, 
too. Electric heat got a big boost in the 
Upper Midwest recently when Minnesota 
Power and Light, Northern States Power 
and Otter Tail Power Co. all announced 

peci rates for the “all electric home.” 

The Pul Service Co. of Oklahoma in 
r is putting hard cash behind the 

( kitchen car i Dealers can 
qualify for up to $45 additional trade-in 
mon provided they can prove they 
passed the s: ngs on to the customer. Of 

rse, a not ros¢ some product 
campaigns ran into bad weather and East- 
er. But it’s obvious there’s going to be lots 
‘ n 


William McGuire 


Dealers remain optimistic... But strike 
threats worry some areas... TV 
and laundry show strength through- 
out the area 


W! TH a general fine first quarter a 
; t pringboard, the Southeast was 
taking off toward what looked like a really 
good year, despite an early April lag in 
some areas. Though the ip and the lip 
were stl ome nine mont apart, Many 
Dixie dealers and distributors were prim 
ing themselves for a year of five to 15 per 


cent increase over 1958 


Here and there, the harmony was jarred 
by strikes and rumors of strikes. A Knox 
ville distributor laid his 10 to 15 percent 
drop-off in April directly to the labor sit 
uation inside the northern perimeter of 
his territory in southern Kentucky and 
north Tenne ee, where soft coal mine 
have been closed for over a month 


In Birmingham, tough but economically 





sensitive steel city of the South, business 
is already slackening in the face of an un- 
signed scrap of paper dated June 30. 
That’s when the steel union contract ex- 
pires; and it’s generally felt that a strike 
is imminent. 


For the first year in many, the South 
goes to market this season with a gener- 
ally clean air conditioner inventory situa- 
tion. There’s little carryover available at 
retail, less at wholesale. Albeit most of the 
“new” models are re-runs, thinly disguised 
with superficial design changes (G-E’s 
first two-tonner is a notable exception), 
they’re rightly cataloged as ’59 merchan- 
dise. Few bona fide dumps have muddied 
the spring water, and this season is seen 
by some as the actual beginning of a trend 
toward long-awaited firmness in the air 
conditioning industry. 


Currently, stereo seems hardly able to 
make itself heard in the South, having yet 
to recover from its post-Christmas prat- 
fall. Here and there, it was moving for 
hi-fi-hound dealers who push it from per- 
sonal interest, for department stores with 
accomplished specialty salesmen, and for 
those who could hang an attractive 
enough ticket on it. 


Much of the surprising southern 
strength which TV showed well into April 
came from RCA and its first entries in the 
17-inch, thin-portable derby, the $189.95 
to $209.95 “Sportables.” Dealer accept- 
ance was reported good, as distributors 
passed along small initial shipments. More 
was in store: First, manually-operated 
“Totables” with side-mounted insert han- 
dles to compete in the when-is-a-portable- 
a-table-model class, at $199.95 to $219.95: 
to be followed in June with remote con- 


} 


trol and clock-timer models. 


The promotional powerhouses among 
the South’s utilities were going at it with 
customary zeal. Outstanding were the 
contributions made by Nashville Electric 
Service to Nashville’s ’59 Electric Show. 

To get dryer sales for its March-April 
campaign, Tampa Electric Co. wisely 
turned to the greatest sales stimulant of 
them all—cash. Unit-sale spiffs of $20 
went to dealers, some of whom passed all 
or part along to salesmen. Directly to 
salesmen, the utility paid $3 for the first 
sale, $4 for the second, $5 for each addi- 
tional hit. 


Productwise through mid-April, medi- 
um-line laundry showed the greatest 
strength in the South, as dealers in 
Charleston, Memphis, Nashville and Bir- 
mingham rated $260 to $320 automatics 
first. Low-end TV held up well for dealers 
in New Orleans, Charlotte, Jacksonville, 
Atlanta and Nashville, while indication of 
a long freezer season came from Knox- 
ville, Richmond, Birmingham and Char- 
lotte, where unusually early action was 


reported. Refrigerators had yet to start 
their seasonal spurt. 
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THE 
GREAT 
LAKES 


It's spring and business is good... 
Promotions pay off... Kitchen busi- 
ness in Cleveland reflects pickup in 
areas economy 


OTH spring weather and spring pro- 

motions did the trick to send Great 
Lakes’ sales soaring for the first time in 
longer than anyone wants to remember. 
Talk is all happy this month, and sales fig- 
ures are going along with the feeling that 
this will be a great sales year. 

A spring promotion that paid off in a 
15 percent sales increase amazed one sub- 
urban Detroit outlet. As reported here 
last month, this store decided they needed 
an all-out redecorating and hard-hitting 
advertising campaign to capture the sales 
they lost when they cut their ad budget 
last year. The store manager reports: 
“The market is much better for me. I guess 
we just got stale before since the 
store’s been redecorated, I’ve added new 
customers every week.” 


Good kitchen business reported in 
Cleveland is based on a pickup in eco- 
nomic conditions in the metalworking 
center. One dealer who “didn’t do too 
badly” last year, says his business is three 
times what it was then, expects it to con- 
tinue strong. For him it’s still the “big 
package” that’s the seller. 

Another Cleveland kitchen dealer said, 
“My business is almost 100 percent better 
than it was last year,” with a big part of 
that attributed to a growing reputation. 
This dealer feels almost 80 percent of his 
business comes from referrals, says his 
aim to please pays off. 


From Cincinnati comes word that the 
Cincinnati Electrical Association spon- 
sored Electric Living Exposition was a 
real record-breaker. Cincinnati Gas & 
Electric Co. reports that more than 81,000 
visitors set a new record for a show of 
this type. Exhibitors said sales and pros- 
pects were beyond their expectations, and 


are quoted as saying “tremendous 


response ...,” ... “60 majors _ sold. 

Spring buying thaw in the western 
Pennsylvania area shows up with a tre- 
mendous sales spurt reported there. Deal- 
ers report double the volume in dishwash- 
er and dehumidifier sales and a 50 per- 
cent increase in disposal sales. Freezers 
are up forty percent and laundry leading 
the race for majors. 

Laundry is still the leader in the Detroit 
and Cleveland areas too, with refrigera- 
tion close behind. Dishwashers and de- 
humidifiers again taking the lead in the 
Dayton district, with sales there going up 
like Jack’s beanstalk. Hi-fi and stereo, 
after a slow start, are up in the Dayton 
district 50 percent over last month. 

Continued on page 18 
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The most profitable 2! sq. ft. 


in the appliance business today! 


The Motorola 
“Car Radio department 
on wheels”’ 








In half the floor space Sarr 


—_ ~ “ _ 
Ff” —>)* ae aS 


of a refrigerator, oa 
puts you into a new 
mass market 





Invades 
a lucrative market 


of 15,000,000 cars, 


trucks, sports cars, 


boats, all without 7 ae © 
. aap? “9 V/oF square feet << 
radios .. . just waiting a 
lepartment on wheels” 


hs e Motorola's “or Radio 
to be SO | d I if holds and displays four radigs . . . including basic 


selection of Motorola “Golden Beam" ahténnas. 














You can see some of the reasons why our For 1959, Motorola features America’s most compact 
“i : ? car radio, Model 300X series (6 x 2" x 1%"). In 
Car Radio department on wheels”’ makes lazy floor space 


: cludes its own 5” speaker. Plus 2 Golden Heart* transis 
work hard. Here are some you can t see: tors that never wear out to eliminate cause of 70‘, of 


car radio failure. Available for 6-volt and 12-volt sys 


e No. 1 in sales of car radios... you know Motorola’s a tems, negative or positive ground 


winner! Best of all, you can get into the big, profitable ca: 


e Features you can demonstrate you get ‘em first from radio business with our “department on wheels” for an 
ial wie: ” investment of less than $200! Call your Motorola di 
l QO Ola. ° : . - 
tributor, or write to Motorola, Inc., Dept. EM-5, 4545 


e Long discounts, short inventories, no inventory obso- West Augusta Blvd., Chicago 51, Illinois 


lescence. More profit per sale! 


» MOTOROLA © 
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THE 
SOUTH 
WEST 


March was disappointing, but ahead 
of February and also better than 
March 1958 . . 
April 


Sales pickup in 
_. Refrigerators move well 


Y,OUTHWEST dealers closed the books 

S on a “disappointing” March but opti- 
tically charted an energetic April after 

n encouraging upturn in sales in the first 
veeks. Although March sales failed 


ip to expectations in most areas, 


month generally held its own and 
majorit of dealer dmitted that 
Mare! 1959 sale vere above those of 


One Dallas dealer boosted sales 40 per- 
cent over March 1958 with a “Bonus Spe- 
cials” promotion. Heralded by “4 page ads 
n the local newspapers, the sale ran for 
three days. With purchases of over $25, 
the customer was awarded certificate 
the value determined by size of pur- 
hase) that he exchanged for bonus mer- 


handise chosen from any item in stock. 


\ week of summer-like weather aided by 
some early promotions boosted air condi- 
tioner sales in much of the Southwest 
above those of March’58. No definite trend 
emerged but dealers are optimistic. As one 

iid, “‘we’re all hoping for a long, hot 
immer.” But in Dallas and Houston 
they’re not waiting for summer to push 
ales. The trend is for “buy nov 
ment til June first” deal 

In New Mexico and Oklahoma, fluctuat 
ing weather is 


no pay- 


holding back air condi- 
tioner sales but the season looks good. Op- 
timistic dealers in Arkansas expect a 
yreat year 

A boom in home building around Albu- 
querque, Oklahoma City and Little Rock 
continues to give built-ins a shot in the 
arm. Range sales in these three cities are 
ip in 40 percent or more over 1958, with 
built-ins getting most of the credit. Dish- 
washers are gaining consumer interest. 
Dealers in Albuquerque are capitalizing 
on this trend with a “better kitchens to- 
day, the electric way” campaign. 


Interest in stereo is gradually increas- 
ing around the Southwest. Several Dallas 


dealers have decided the secret in selling 
stereo is to combine promotion and cus- 
tomer education. Oklahoma City dealers 
agree. They noticed a decided increase of 
interest following the Home Show when 
hi-fi and stereo were featured in several 


displays. 


Refrigerators are topping sales 
throughout Texas and Oklahoma. One 
Dallas dealer said he thought people who 
rushed out to buy boxes at the start of the 
Korean War are replacing them now. 
Laundry is also showing an increase in 
Texas-Oklahoma sales, while ranges and 
laundry are selling best in New Mexico. 


THE 
FAR 
WEST 
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Dealers are optimistic . . . First 
quarter business was good .. . and 
everyone looks for continuing gains 
for the rest of the year 


By Howard Emerson 


NDICATIONS given in this column that 

the appliance-TV business in the Far 
West was enjoying at least a 10 percent 
increase in volume over the same period of 
1958 now appears to have been ultra-con- 
servative. A close look in mid-April indi- 
cates that for a majority of the dealers 
business is much better than predicted. 

Here, in the first installment of an in- 
tensive dealer survey conducted in the Far 
West by ELECTRICAL MERCHANDISING, is 
what the dealers themselves report on 
business volume, marketing conditions 
and the outlook for the rest of 1959. 


The first quarter of ’59 was about one 
third ahead of ’58, with January twice as 
good as last January, says Mrs. Ruth 
Bowman, Bowman’s Radio & Appliance, 
Seattle, Wash. Refrigerators and TV have 
been major factors, with laundry and 
ranges holding their own. 

Sales for Sunset Appliance, a suburban 
Seattle dealership were up 35 percent in 


March, and April started well, says owner 


Mel Herfendel. January and February 
had not been up to expectations, with 
laundry equipment sales down. Herfendel 
expects the first half of 1959 to be 15-25 
percent ahead of ’58. 

A large department store in Seattle re- 


ports business up 33 percent in spite of a 


very poor January. Big increase has been 
in kitchen equipment and refrigerators, 
with TV holding well. Encouraged by mar- 
ket conditions this multi-unit department 
store will launch this spring its first effort 


MAY, 





in air conditioning. A large music mer- 
chant in Seattle reports business up 20 
percent and looking better for the second 
quarter. Stereo sales have unlocked the 
door to this increase, the store manager 
reports. 


In Sacramento, Calif., appliance-TV 
business is up 15-18 percent at Park Fur- 
niture & Appliances, according to owner 
Lawrence Peterson. He expects the sec- 
ond half to be even better, pointing out 
that the recession talk has stopped. Re- 
frigerators are leading the sales increase 
for Peterson’s store, as they are almost 
everywhere in the Far West. A chain auto 
supply store in that city has experienced 
a 15 percent decline in appliance sales, 
with only washers and small TV’s holding 
well. This dealer, like most others in Sac- 
ramento, complain about an increase in 
discount houses as cause of poor volume. 
These are “promotional” discounters 
lured by a big increase in population. 

A large hardware-appliance store in 
Sacramento, Dolan’s, reports business up 
25 percent from the 1958 level. And its 
going to be better yet, says manager Ray 
Palumbo. Air conditioning is now moving 
very well and refrigerators are continu- 
ing. The big combination refrigerators 
were responsible for sales at Sacramento 
Electric being ahead of last year, says 
owner Phil Galen. 


In Denver, Colo., business is up 15 per- 
cent at Fred Schmid Appliances. Sales 
manager Roy Jantzen reports there’s rea- 
son to be optimistic—there’s adequate 
money, lots of buying spirit, a good sup- 
ply of products, and no big surpluses 
which would mean distress selling. He 
points out that the prices of small appli- 
ances have firmed well in that city—none 
of the major brands are being discounted. 

Business should be even better as the 
year goes on, says J. H. Taylor of Fraser 
& Taylor, Denver, who has just added an 
800 sq. ft. color TV and stereo studio. Re- 
frigerators are helping the volume in- 
crease at Fraser & Taylor, and at North 
Denver Furniture Co., refrigerators start- 
ed big increases as early as January—ac- 
tually dropping off a little later because 
of the big January business. Lester Fox, 
sales manager of that company’s appli- 
ance-TV store sees nothing that would 
suggest a decline. 

In the Portland, Ore., area, specialized 
services have been one of the factors in 
the 30 percent increase in the sale volume 
at Smith’s Home Furnishings. A new rec- 
ord department there has taken hold well, 
Says owner George Smith. The store has 
added a kitchen specialist to help that de- 
partment. Laundry business is starting 
off well for the spring months, says Port- 
land’s Harold Kelley. It looks like a good 
year, he points out, with people in a bet- 
ter spending mood. At downtown Portland 
radio-TV dealer, Vern L. Wenger’s, busi- 
ness is about 10 percent ahead of last 
year. Color TV is creeping up, says Wen- 
ger, and with stereo is accountable for 

Continued on page 20 






1959—ELECTRICAL MERCHANDISING 





A Frigidaire dealer talks about his franchise... 





You’d think Bob Drake didn’t have any 
business worries. Here he is packing up for 
a well-deserved vacation in Switzerland— 
a long way from Drake Refrigeration Serv- 
ice in Indianapolis. And frankly, Bob isn’t 
worried. He’s done a lot of basic advanced 
planning. He knows that the Frigidaire 
TRUE VALUE Plan relieves him of two of 
today’s big problems: price cutting and 
trade-in bargaining. Bob says— 


| | dont have — 
to cut pr ices | 


“With the TRUE VALUE 
Plan, I sell Frigidaire 
appliances at regular price, 
less a TRUE VALUE trade in. 
It’s fair to everyone. The customer 


gets what his old appliance is 


worth. My net selling prices are 


competitive. Volume 

and profits are good. And 

I don’t handle used clunkers. 
That’s Frigidaire TRUE VALUE.” 


Trade-in selling is here to stay. For 
example, over 97% of the people al- 
ready own refrigerators. Exclusive 
Frigidaire TRUE VALUE Merchan- 
dising is a way of capitalizing fully 
on this vast trade-in market. And 
it’s a straightforward plan. It bene- 
fits customers, Frigidaire Dealers, 
and the whole industry. 


UL FRIGIDAIRE 


DIVISION OF GENERAL MOTORS CORP., DAYTON, OHI< 
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Hand in glove 
with bigger Profit 


TOASTMASTER 


Automatic UWoter Heaters 


Every water heater you sell 

signifies a substantial profit. Far greater, 
let’s say, than you can get from a 
traffic appliance. Thus, it’s just good 
business to promote and sell the 
big-ticket appliance that every home 
must have —a water heater. 
Toastmaster* Water Heaters can fill the 
basic demands of customers in your 
trading area: first, a choice of gas or 
electric, either glass-lined or with 
galvanized tanks. Also, since your best 
market is replacement buying, customers 
are looking for quality, longer-lasting 
service; and they’re willing to pay a 
little more for it. Sell the big water 
heater market with quality — sell 
Toastmaster Water Heaters! 



























THREE cCrew:Edison Company 


i 65th St., Chicago 38, Illinois 


EDISON, 


*' Toastmaster is a registered trademark of McGraw 
Ed n Company, Chicago. Copyright 1959 by McGraw 
r Comp 
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CONTINUED 


much of the store’s increase in volume, while black and 


white TV leveled off. There’s much better acceptance and 
more demand for color now, he says. The second quarter is 
starting real well, says Weimar R. Mann, the White-Mann 
Co., Portland. Business is already up about 10 percent. He 
sees business continuing better not only for the rest of 1959 
but for 1960, too. There have been changes in the store’s 
volume, he points out—stereo and hifi have been increasing, 
ranges and refrigerators have been moving better than ex- 
pected. Laundry equipment was about the same as in 1958 
until April, then in the first seven days of the month the 


manufacturer shipment 


store moved more washers than during all of March. 


End 








statistics Estimated industry ship- 


ments of major appliances 


gas) radio and television 


DISHWASHIERS ..... -.ccce 


DRYERS, CLOTHES—Electric . . 


Gas 
FOOD WASTE DISPOSERS .. 
FREEZERS ere 
INCINERATORS, Gas-Fired . 


RADIOS, Home-Portable- 
Clock (production) ...... 


RADIOS, Automobile 
(production) . 


TELEVISION (production) .. 


RANGES, Electric—Standard 


Built-In 


RANGES, GAS— Standard 


Built-In 
REFRIGERATORS, Electric .. 
VACUUM CLEANERS ....... 


WASHERS, Automatic & 
Semi-Auto ..... 


Wringer & 
Spinner ....... 


WASHER-DRYER 
COMBINATIONS ....... 


WATER HEATERS, Electric, 
 663545%40540008 


WATER HEATERS, Gas, 
Storage Type .......... 





2 Mos. 
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Feb. 
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Feb. 
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Feb. 
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Sources: NEMA, AHLMA, VCMA, EIA, GAMA 
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1959 
(Units) 


41,200 
79,100 


69,422 
148,015 
36,852 
76,479 


59,000 
107,500 


90,600 
169,400 


2,900 
5,800 


692,834 
» 1,397,519 


432,551 
852,603 


459,492 
896,519 


86,000 


306,200 
562,400 


271,396 
513,912 


228,955 
452,848 


68,871 
133,469 


20,586 
37,508 


75,500 
138,300 


242,400 
496,700 


1958 


(electric and 


% 


(Units) Change 
29,200 + 


59,600 


129,105 + 


21,053 
51,371 


129,500 
3,600 


41.10 
1.32.72 


58,630 + 





18.41 
14.65 


-75.04 
+-48.88 


46,400 - 
87,200 - 


66,500 
+- 30.81 


7,300 - 
608,446 - 


1,285,294 - 


268,445 
618,124 


-+ 


370,413 -+ 


804,396 


74,900 -+ 


153,700 + 


33,800 
64,000 


121,700 





27.16 
23.28 


36.24 


19.44 
20.55 


13.87 
8.73 


+-61.13 
+.37.93 


24.05 


1-11.45 


14.82 
7.48 


1-43.79 


237,100 + 
12,800 -+ 


25,800 


227,800 - 
433,900 + 


225,631 -+ 


491,120 
203,188 


392,789 + 


64,955 
120,194 


12,396 + 


25,838 


58,000 
119,700 


216,300 


40.94 
+-11.91 


11.56 
59.38 


+. 57.75 


34.42 
29.62 


20.28 


- 4.64 
+-12.68 


15.29 


-- 6.03 
1-11.04 


66.07 


1-45.17 


30.17 


+-15.54 


12.07 


451,700 + 9.96 
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Making the best better 


ZENITH’S 
ROYAL 500D 


World’s most 
powerful radio 


of its size! 


In 1955, Zenith introduced an all-transistor pocket radio that 
defied comparison—The Royal 500. It was the world’s most 
powerful radio of its size, reflecting Zenith’s lifelong policy not 
to compromise quality for price. Within a few months, the 
Royal 500 became the standard of excellence and performance 
in the industry. To make the best even better, Zenith, in 1957, 
added an untuned RF stage which increased signal sensitivity 
four times! Now, in 1959, Zenith’s unique new inverted cone 
speaker gives the Royal 500D a richness of tone never before 
possible in so small a radio 

Making the best better is no new consideration at Zenith. 
For over 40 years, Zenith has maintained two policy principles 
regarding quality manufacture. First, to develop and produce 


products of the highest quality. Second, and no less important, 
to strive constantly to improve products even though they 
rate best with millions. That’s why consumers have learned to 
respect such features as the Zenith long distance radio chassis, 
the handsome, acoustically designed cabinets, the exclusive 
Wavemagnet® antenna that brings in even distant signals 
sharp and clear. 

And Zenith is determined to continue making the best better; 
to continue making Quality a way of life; to continue applying 
the most stringent standards in the industry to all Zenith 
products. 

This is our way of giving you, the Zenith dealer, not only 
more sales, but something more to sell than a price tag. 


ily ZENITH RADIO 
Am Fs CORPORATION, 
CHICAGO 339, ILL. The quality goes in 
The Royalty of television, stereophonic 
high fidelity instruments, phonographs, before the name £o0es on 


radios and hearing aids. 40 years of 


leadership in radionics exclusively 
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HOW'S DUSIMESS ? acces the answer for 27 key market 


which cover 18% of the U.S. buying public. Based on flash reports 
of dealer sales in the areas served by these utilities, the chart 
provides you with the most authentic, timely index of retail sales 
yet available. It’s an ELECTRICAL MERCHANDISING exclusive. 


ae 






Electric Room Air 
February figures: OO Refrig- Electric Water Clothes Dish- Condi- 
Year to date figures: 00 erators Freezers Ranges Heaters Washers’ Dryers washers tioners TV 




















IN THE EAST 

































United lluminating Co. + 2 = 6 =-33 +10 + 3 -86 -11 
4 2 2 28 + 4 ] 8 Fa 5 
N. Y. State Electric & Gas Corp. =-13 + 6 + 7 + 4 + 3 * @ ii 
8 14 7 ¥ og — 10 + 17 
Jersey Central Power & Light Co +26 +40 452 *” Pd 421 =-14 -= 4 +81 +16 
26 + 34 + 25 18 + 2] ] + 14 130 1] 
New Jersey Power & Light Co + 8 +74 *< +34 +20 +14 +39 =100 +51 
ey, 40 2 40 + 24 + 17 + 50 ize be 
Philadelphia Electric Assn 417 +26 =23 = 9 +18 =27 +17 =38 +9 
29 + 33 5 16 + 22 — 28 + @g 16 1 
Pennsylvania Electric Co 421 427 +26 +38 +16 + 5 =10 +29 
15 1] + 20 + 24 + 10 ee 2 9 + 46 2 
West Penn Power Co 434 





+42 + 


Dayton Power & Light Co 
Commonwealth Edison Co 
Kansas Gas & Electric Co. 
Kansas Power & Light Co 


Nebraska-lowa Electrical Council 


Kentucky Utilities Co 


Chattanooga Electric Power Bd 


+ 10 
Nashville Electric Service + 5 - 8 +21 +10 -15 
1] 3 15 7 Ys , 
Florida Power Corp 475 432 +61 427 +20 453 4219 +38 +22 
+ 44 61 42 + 20 +2] + 50 167 + 50 1] 
Florida Power & Light Co + 1 +48 -18 =- 9 =10 4 7 =13 = 3 =29 
29 66 19 10 19 + 2 6 + 13 38 
Tampa Electric Co +84 +51 +63 + 1 +13 =37 - 5 +4122 + 3 
+ 55 46 hs fo 1] 12 4] 3 1. 99 


Dallas Power & Light C« 434 419 +54 433 =14 + 2 495 + 7 = 2 
22 21 36 10 y be 10 3] 6 
Gulf States Utilities C 432 +46 + 1 

* : 5 43 ro ? 
El Paso Electric C +64 e 7 +18 +102 ’ +18 =-35 +46 +24 
56 25 24 80 ’ 10 18 40 9 
thwestern Electric Power C 416 419 +53 439 +1 1 +1 1 +36 =31 - 8 
. 18 47 + 1] + 39 39 2 
New Orleans Public Service, In -13 436 +61 + 7 =10 +91 =25 =-28 
Fy 22 69 . 4 ] 40 20 19 


IN THE WEST — -sinntiert eh ce 422 RE RR EE ECR TS 2, ET” NL NT 


Idaho Power Co 421 415 +16 + 9 , 4 

15 10 2 + § 13 * 
Pacific Gas & Electric Co 435 +84 +26 +40 +19 415 +26 +33 +47 
23 65 36 19 17 + 17 38 4 26 
Pacific Power & Light Co +16 + 3 + 3 - 1 + 5 -22 +54 +190 =-10 
13 5 5 4 6 15 38 + 78 16 
Washington Water Power Co - 8 + 8 419 + 6 =-18 + 6 =100 +11 
31 12 7 6 25 13 3 


February +21 +30 #15 + 6 +10 ‘ +28 -18 + 6 
Year to date 21 24 18 10 + 10 ! + 28 3 ] 
* Not Available ** Change of less than '2 of 1% 
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taking StOCK: wiccasu 


in which the stocks of 55 key firms within the industry behaved 
during the past month. This unique summary is another exclusive 
service for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week 





















48 T 7 T T =e T 
| 
a5 1—14 SS ee 
& 
a 40 |_4 aad 
* | 
a 4 
39 + + 1 | 1 | + — 4 
Weekly average for 55 stocks listed below 
36 i i | | | i i A } 
DEC DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR APR APR APR MAY MAY 
| @ 62.8.5 © OB 8B? 0 RS R SB we ee 
STOCK AND DIVIDENDS 1959 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW MARCH 16] APRIL 13 CHANGE 
NEW YORK EXCHANGE 
Admiral Corp. 22% 17% 20% 20% + % 
American Motors | %4F 43% 25%” 29 36 +7 
Arvin Ind. “4D 36% 28% 34 32% 1% 
Black & Decker 2 67'2 53 62% 63 1% 
Borg Warner 2 42% 37% 41" 42% +1¥% 
Bulova .30G 20% 13% 17% 19% 1% 
Carrier .40G 48/2 42% 45% 44) Ye 
Chrysler ‘4G 65% 50% 56% 63% + 6M 
Daystrom 1.20 49% 34 44% 42% 2 
Decca Records | 21% 18 18% 18% - VY 
Emerson Elec. 1.60B 62% 48%, 55” 60 +4 
Emerson Radio %T 21% 13% 18% 20’ +2 
Fedders Corp. 1 19%, 162 17% 19 1% 
General Dy 2 662 582 61% 61% Y 
General Electric 2 84, 74% 82% 81% 1 
General Motors 2 50% 45 45 46% % 
General Tele. 2 73% 60 67 66% Yo 
Hoffman Electric | 63% 36% 55” 59% 4% 
Hupp Corp. YF 6% 5“ 5% 6% + YW 
Magnavox 1B 63% 48% 59% 55% 4 
Maytag 2.40A 79 45% 68% 73% +42 
McGraw-Edison 1.40 44% 37% 42% 4) 1% 
Mpl. Honeywell 1.60A 128% 1M” 121’% 125% +3% 
Minn. Mining & Mfg. 1.40 137% 111”% 129 1342 + SY 
Montgomery Ward 2 45% 402 44% 43% Ya 
Monarch 1.20 24 18% 20% 21% % 
Motor Wheel .15G 17% 16 16% 162 “o 
Motorola 1'/2 91% 57' 85\% 81% 3% 
Murray 30% 27 28% 27% Yq 
Philco 31% 21 30 29% Vs 
R.C.A. 1A 60% 43% 57% 55% 2% 
Raytheon 3F 70%, 56'2 66% 64' 1% 
Rheem Mfg 24%, 1 22 20 2 
Ronson .60 14% 10% 12% 12 Ye 
Roper GD 26 19% 22 22 
Shick 15% 12 13% 14 Ye 
Smith (A.O.) 1.60B 56% 44\% 53% 48% A\’ 
Sunbeam 1.40A 66/2 50 56 56% “a 
Welbilt .O7E 7% 3% 6% 5% Ye 
Westinghouse 2 81 70’ 79% 79 Ve 
Whirlpool | 36! 29% 32% 35 +2% 
White Sewing 11% 7 9 10% VY 
Zenith 3 28) 178 2642 2682 +4 
AMERICAN EXCHANGE 
Casco Pd. “%E 7 4% 5% 6% Y, 
Century Elec. 2 1% 9% 10% 10% 4 
Dumont Lab 9% 7% 7% 
Eureka Corp ; les 16 V% Ve 
lronrite .O5G 7 5'A 6% 62 Ye 
Muntz TV 2% 1% 1% 2% A) 
Silex Co 4% 2% 3% 4\ % 
Singer Mfg. 2.20 54% 44 47 47% %q 
U.S. Air Condit. .OSE 7% 4% 6% 6% 8 
MIDWEST EXCHANGE 
Knapp-Monorch 4% 4\ ‘a 
Trav-ler Rad 6% 8’ 1% 
Webcor 16% 14% 2 
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Yard Chef 
Model H-401 


Big—Bold and 


Different 


You too—can overwork your 
cash register and give your 


stock 


boy fits, just trying to 


keep upwith the off-the-floor 
sales of the big, new Hi-Lo Yard Chef 
grills. Customers love ‘em...and buy ‘em, 
because they're 
attractive, easy on the pocketbook, even. 
You'll like ‘em too. They've got everything, 
including a comfortable profit! 

Don’t wait too long to order—your 
customers won't. Remember now... Hi-Lo 
is the “Buy-Word” in outdoor grills. 


bigger, better — more 


OTHER POPULAR HI-LO BARBECUE GRILLS 





Since he 
Stocked up 
on the 


NEW. 


eeeeeeeeeeeeeeeet 
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—_ Portable — 
P Picnic Grill q A 
L H-1300 ~ + : 
u* ss at BO 
( ; 
( —— « ~~, * y 
Folding Brazier y 7 Deluxe — 
H-50 Brozier 
Open Top G q 4-78 4) 
Brazier i y 
H-70 8 : 

































Hi-Lo Grills are manufactured 
exclusively by: 

UNION STEEL 
PRODUCTS CO. 


Consumer Products Div. 


Albion 


, Michigan 








Deluxe Yard Chef—Model 
H-402 has full hood forcon 
cooking 


trolled covered 





Deluxe Yard Chef —Model 
H-402 (with hood raised 
is loaded with convenience 
features. All models have 
beautiful Coppertonefinish 





Yard Chef—Model H-400 
big, open-top grill is basi 
unit. Hood and rotisserie 
unit may be added as 


accessories when desired 
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The Tide Factory Pack Plan 


Che right bait makes for a bigger catch. That’s a good 


) 


reason why 25 manufacturers pack Tide inside their 


tomatic washers at the factory. They know Tide lets 


ichines work at top efficiency helps vou sell more 


The Tide Home Demonstration Plan 


Carefully designed to hook and hold vour customers 
for you. A thorough Tide Home Demonstration makes 


t woman confident of her new automatic. And con- 
fident of the store that sold it to her. She won't be 
troubling you with expensive in-warranty calls. Did 

u know—for each Tide Home Demonstration vou 


receive a CASH BONUS? 


ey. ® 
2 The Tide Premium Plan 


A nonfailing lure for the customer who is “just look- 
ing.” By offering a box of Tide to watch an automatic 
washer demonstrated, a large supply to help clinch 
the sale— many dealers have greatly increased washer 


tiles. And the 
vir Tick Appliance Trade Representative for details 


sell more machines at their price Ask 


Tide Cooperative Advertising 


» this line. Tide’s national advertising 
eaches about 70% of all U.S. homes 9 times a month 
ind a large share features the automatic washers 
ell! Just another way in which Tide takes an 
active interest in the automatic-washer industry —and 


in the men who make, service and sell the machines. 


PROMOTE 
WITH. 
TIDE! \ 
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economic currents 


Consumer Optimism 
Means Good Business 


Last month in our late-closing Trends col- 
umn we gave you a “flash” report of the find- 
ings in the latest Federal Reserve Board 
sampling of consumer opinion. This month the 
experts in the McGraw-Hill Department of 
Economics take a second look at the survey— 
and explain in detail what it means to you 


 ONSUMER optimism continues to grow, according 

A to preliminary findings reported to the Federal Re- 
serve Board by the Survey Research Center of the Uni- 
versity of Michigan. Almost twice as many families ex- 
pect “good times” as did at this time last year. 

Behind this rosy outlook are some basic factors which 
color consumer attitudes. Of the families tested, 38 per- 
‘ent consider themselves better off financially than they 
were at this time in 1958. Only 27 percent feel that their 
financial position has taken a turn for the worse 

Reflecting this improved financial situation, 55 percent 
of the families expect “good times” for business gener- 
ally during 1959—compared with only 31 percent wh: 
held that view last year. And only 17 percent expect 
business to see “bad times” this year. 

In line with the generally improved feelings about the 
future, 42 percent of all families expect to see their in- 
comes rise over the next 12 months, and only seven per- 
cent are expecting a drop in earnings. 

All these findings are important to business because 
consumers regulate their spending in line with their feel- 
ings about the future. Indications are that there will be 
a big surge in home buying—9.3 percent plan to buy 
new homes, whereas only 7.5 percent had such plans 12 
months ago. Improvement in durable goods buying won't 
be as strong, but it will be significant- 
purchase cars 


50 percent will 
, furniture or other appliances. 

However, most of the increased spending on durable 
goods is scheduled to go to the new car dealers, unless 
something happens to change the consumers’ intentions. 
This year 7.6 percent of the families plan to buy new cars 

only 6.9 percent had such plans last year. 

On the other hand, the number of families planning to 
make outlays for household furnishings and appliances 
had dropped from 28.2 percent to 27.8 percent. That is a 
development that bears watching. But there are a couple 
of facts to keep in mind. First of all, these results are 
preliminary and may be revised when the final tally is 
made. And second, the results are subject to some error, 
so small changes may not be indication of a trend. 

The important thing to note about the information is 
that it does indicate definite intentions by consumers to 
increase their spending. A surge of spending on new 
homes now may lay the way for a new wave of spending 
for household durable goods. 

Another development to keep in mind is the fact that 
factory employment has been growing. Average weekly 
hours of work are now just about back to pre-recession 
levels. Also important, overtime hours worked have been 
on the rise. And the overtime pay has a magic way of 
putting consumers in a mood for buying big ticket items. 
Overall indications, then, are that American families are 
becoming more willing and better able to spend money 
for consumer goods that catch their fancy. End 
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SPEAKS ABOUT 5 
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...and the Chicago Tribune’s new motivation 
research reveals the remarkable things she says! 
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Are consumers convinced that your line is ““modern and 
up-to-date’? Or do they regard it disparagingly as “‘just 
another brand’’? You’ll learn how your brand image is 
getting across in this new motivation research study 
conducted by the Chicago Tribune. 

Based on 2,000 depth interviews with housewives, this 
pioneering study uncovers many meaningful facts about 
appliance buying. It discloses basic consumer attitudes 
in the answers to such questions as: 

What is the most important characteristic 
influencing the consumer’s choice of a brand? 

Which appliance do most people want next? 


Why do housewives expect appliances to 
last such a long time? 

Do people really inspect many brands be- 
fore buying? 

The thought-provoking answers to questions like these 
can help you sell more in the rich Chicago market. This 
154-page study is packed with marketing help too valu 
able to pass up. 

Copies of this new appliance study are not yet avail 
able for mailing, but a Tribune representative can show 
you an interesting presentation of this new information 
Why not call him today? 


Chicago Cribune 


THE WORLZLD*S 


Chicago Now York City Detroit 


R. C. Tower E. P. Struhsacker W. E. Bates 
1263 Penobscot Bldg 
WOodward 2-8422 


1314 Tribune Tower 220 E. 42nd St 
SUperior 7-0100 Murray Hill 2-3033 


LIS9 


GREATEST NEWSPAPER 


San Francisco 
Fitzpatrick Associate Fitzpatrick Associate 
155 Montgomery St 5460 Wilshire Blvd 
GArfield 1-7946 DUnkirk 5-3 


Los Angeles 









ow- YOUNGSTOWN 








Fruitwood, Honeywood, Autumn Birch, 
sandalwood inest cabinets 


Autumn Birch (shown above) is just one of 4 new kitchen fashions LOOK! 
presented by Youngstown Kitchens, masters of kitchen cabinetry. Youngstown Kitchens 
Here are handsome wood fronts on basic steel cabinets, including cet deemed sae re 
wood stvles in addition 


mar-proof laminates that resist heat, water, scratches, steam and _— to Autumn Birch. 
tain 1); play and ell the e new wood ta hion . . today’s most “pd ’ Choose (a) Honey- 


wood: (b) Sandalwood; 
(c) Fruitwood. 





wanted kitchen style a OFA 
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KITCHENS presents 
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Now you can sell 
new glamorous 
wood style kitchens-— 
the most popular 
fashion in America. 
Show Youngstown 
Kitchens wood styles 
plus Monterey Beige 
steel in 1 display 
with no additional 
space ...no addi- 
tional inventory cost! 








NEW BASIC STEEL CABINETS WITH SNAP-ON DOORS ARE ALL YOU NEED 
TO SELL 5 YOUNGSTOWN KITCHENS FASHIONS FROM ONE BASIC DISPLAY 


e Quicker, easier installation...casier e Take advantage of new improved kitchen to ask him about it today. e Get immediate 
kitchen selling! Satisfy every customer with planning service available now at your delivery on every order from 80 convenient 


this wide range of styles in one basic display! Youngstown Kitchens distributor...be sure distribution points. 


. J 


Poy ys YOUNGSTOWN KITCHENS DIVISION 


om? 
Fd pa 
* . Am E RICAN -Standard 
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If you want to sell more heating, plumbing, and air condi- 


tioning equipment, go where every page is full of ideas that sell: 
setter Homes & Gardens, the family idea magazine. BH&G readers 
are eager for home improvement ideas (3 out of 4 live in owned 
homes*), and they’re ready to act. For instance, the percentage of 
BH&G average-issue readers who live in fully air-conditioned 


* 


homes** is more than twice that of all people in the U.S. 


Months’ St 1956 **Source: Look-Politz Study, 1958 
During the year 1/3 of America reads 
w ... the family 


idea magazine 
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How was your freezer business? 


BEN-HUR SALES 
more than doubled in’° 58 


HERE’S WHY 


ONLY BEN-HUR FREEZER SELLING is supported with a positive, 
forceful Merchandising Program, featuring a “LIVE DISPLAY,” 
designed to make PROFITS for YOU — and presented by techni- 
cally trained Freezer Specialists with Freezer Sales “Know-How.” 


ONLY BEN-HUR FREEZERS offer the SELECTION that satisfies 
every customer need — Uprights — Chests —— Combination Freezer- 
Refrigerators — and the ALL NEW 6 Cu. Ft. Upright. 


ONLY BEN-HUR FREEZER SELLING is backed by a BIG “Exclusive- 
ly Freezer” advertising program in LIFE, GOOD HOUSEKEEP- 
ING, HOUSE & GARDEN, HOLIDAY, HOUSE BEAUTIFUL 
and LIVING FOR YOUNG HOMEMAKERS. 


ONLY BEN-HUR FREEZERS have a 10 YEAR WARRANTY * giving 
customers the “Performance Protection” they want. 


ONLY BEN-HUR FREEZERS must pass the famous R.O.P. record- 


of-performance test. You and your customers have fewer service 
problems. 





ONLY BEN-HUR FREEZERS have all these customer satisfying 
features... Flex-Flo Cover... Chariot Glow Warning Light... 
Desert-Dri Construction ... Safety Cold Control... Safety Latch 
...and many others. 


*Replacement Compressor Price Pro-rated after 5 years. 


F ecarednet ye 
wu sek 1 
\ 
t 


All These Performance Seals. 


Americas Finest Fecper IS NOW AMERICA’S FASTEST SELLING FREEZER 


OLDEST and LARGEST EXCLUSIVE MANUFACTURER of HOME FREEZERS 


YOU CAN SELL MORE 
FIND OUT HOW 


BEN-HUR MFG. CO. 
Dept. 19, 634 E. Keefe Ave., Milwaukee 12, Wisconsin, U.S.A. 
Please tell me how | can PROFIT as a Ben-Hur Franchised Dealer 


Name _ 





Title___ 


Address__ 
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Eureka's 


Combines all 3 principles 


aus 
HORSEPOWER - 
SUCTION 








ales Yes, there’s big profit in every sale—even sales 
with big trade-in allowance. It is the only 


cleaner that combines vigorous beating action of an upright with 
powerful suction of a canister—really two cleaners in one. The store demonstration 





sells quick and easy. Heavily advertised in Reader’s Digest and over 100 big 
Sunday Magazines and TV. 


Complete with deluxe tools a 8 9 25 


CLEANS 3 TIMES AS FAST BECAUSE ONE STROKE CLEANS LIKE THREE 


‘a B- SH. 
a —Z Eureka Williams Corporation, Bloomington, Ill. In Canada: Onward Mfg. Co., Ltd., Kitchener, Ontario 


RE 
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of cleaning: Beating, Sweeping, plus Powerful Suction. 


CLEANS 3 TIMES FASTER 


EXCLUSIVE AIR-POWERED “‘VIBRA-BEATERS”’ 


SHAKE RUG...LOOSEN EMBEDDED DIRT 





— 


ol 


ce a8 


ey 


4 


8 


CLEANS LIKE AN UPRIGHT, YET HAS THE 
MOBILITY OF A CANISTER! Exactly what women 
want, demand today. Beats, sweeps, and suction- 
cleans like an upright. Yet it’s the most mobile can- 
ister ever—only 8!2 inches high, wide wheeled, the 
Eureka rolls anywhere, never tips over! Hose swivels 
all around. 


eS 


MODEL 1010. 


SLIM, LIGHT—AS 
EASY TO CARRY 
AND STORE AS A 
LITTLE SUITCASE— 
Stands on end on steps, 
makes stair cleaning 
easy. Stores in mere 
inches of space! 


by 
4 


TWO 





COMPLETE SET OF 
10 CLEANING 
TOOLS IN “HANDY- 
PAK'' CARRYING 
KIT includes new un- 
breakable hose and two 
rug nozzles 
Beat and Regular. 


~ Vibra-Beat 


CLEANER 
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Vibra- | 


FLOATING 

BRUSHES — 
SWEEP 

THE NAP > 


Cmaging ! Spealetalar,/ 
“LIVE” STORE DEMONSTRATION 


AND DISPLAY UNIT 
Really sells Eureka Vibra-Beat Cleaning Action 


Touch 
Switch 

to see 
amazing 
Vibra-Beat 
action 


Complete Display Unit FREE to Dealers with 
initial order of Eureka Vibra-Beat Cleaners 





MORT FARR SAYS: You Can Cash In On 
The Wash and Wear Boom 


HE advent of wash and wear fab- 
rics has so far been a great boom to 
the sale of automatic washers and 

dryers that can efficiently launder them. 

That’s why we should learn as much as 
we can about wash and wear fabrics and 
the home laundry equipment we sell to 


aunder them. 


WHAT MUST WE KNOW? We must 
know the secrets of turning out these 
wonderful new fabrics as clean and as 
beautiful as possible. Our salesmen are 
going to have to be experts; no longer 
will they be able to say to a woman this 
washer has two speeds and two cycles. 
have to know the reasons for 
the gentle action and why the reduced 
ashing time, and the more flexible selec- 
ion of water temperatures and levels. I 
believe that we hould provide a demon- 
rator for each installation and that for 
the multi-eycle machines this should be 
made compulsory 

lo begin with, a woman getting a home 
lemonstration will be happier with her 

rchase and have her questions an- 
;. Both the 
manufacturer and the dealer stand to 


wered before making mistake 
profit through such demos. The manufac- 
turer will have a more satisfied customer 
ho will tell her friends about her re- 
markable new automatic washer that real- 
does what the advertising claims. In 
the field of automatic washers more sales 
ire made and lost because of satisfied or 
dissatisfied customers than any product 
we sell. If a woman gets a good demon- 
tration and is turning out clean beautiful 
clothes she will influence her friends and 
neighbors to buy that make of washer. 
There are advantages also for dealers 
vho give a home demonstration using a 
woman expert. When a washer or a dryer 
is preperly demonstrated and the house- 
vife gets the experience by actually doing 
the wash there is bound to be less service 
required on the appliance. It will cost far 
less to have a woman go to the home and 
do a wash than to tie up an experienced 
ervice man to explain not only how to set 
the dials and operate it, but to explain all 
about those cycles and temperatures we 
spoke of. It’s hard to do this without ac- 
tually doing a wash, and this takes time 
for « man who is highly paid and has 
emergency calls waiting for him. No serv- 
iceman can possibly know as much about 
all the new fabrics and the proper way to 
handle them as a woman who uses them 
and washes them herself. 
These days it is also necessary to know 
the relative advantages of soap vs. deter- 








Mort Farr, Upper Darby, Pa., dealer and 
chairman of the board, NARDA. 


gent—sudsing or non-sudsing. Keep up 
with the dozens of products on the market 
and learn about the new ones. The cus- 
tomer will want to know about bleaches 
and bluing, starches and rinse condition- 
ing, liquids vs. flakes, when to add them 
and how much of them to use. There are 
literally hundreds of laundry aids avail- 
able, most of which are good when used 
properly, but when used in excess or on 
the wrong material can cause trouble 


SELL THE TOP OF THE LINE. On 
simple, low-prik ed, single-speed, one- 
cycle automatics with which many people 
are familiar it is possible for a service- 
man, or even a salesman to give proper in- 
structions, but if a woman wants to get 
full advantage of the new multi-cycle ma- 
chines, it requires an expert to teach her. 
The home demonstrator may also train 
our customers so as to eliminate unneces- 
sary service calls which housewives don’t 
care to be charged for, and which are oc- 
casioned by causes not covered by the 
warranty on the machine. These include 
smali objects getting into the pump, fail- 
ure to clean the tub occasionally and even 
faucets not turned on and blown fuses 
and the plug not being in the socket. 

The new era of wash and wear fabrics 
and the need for automatic home laundry 
machines to launder them has boosted list 
prices of automatic washers where they 
could and should be sold at a profit. It 
wasn’t too many years ago that a top 
executive of one of the great manufactur- 
ers of automatic washers told his distrib- 
utors that the day of the $300 washer was 






gone. We now know how wrong that was, 
for these new features and multi-cycles 
are the only reason we can sell washers at 
around $400 and dryers costing over $300. 
Actually, these days you can make a wom- 
an who owns an automatic washer in good 
operating condition mighty unhappy if 
you will point out the new features and 
the greater washability and flexibility in 
our new tailored speed, cycle and tem- 
perature machines. 


HOW TO PROMOTE THEM. These 
new machines lend themselves admirably 
to both home and store demonstration. In 
addition, it is possible these days to ar- 
range for demonstrations in stores selling 
these fabrics and garments. Such demos 
will give wonderful publicity to the store 
selling the equipment. The public is get- 
ting more and more sold on these labor 
saving fabrics and we must cash in on 
their popularity. The new wash—dry 
sheets are so successful that they eliminate 
the need for ironing and this may spell the 
doom for the ironer business if so few of 
the items used and worn need to be ironed. 
Wash and wear clothes have been wonder- 
ful for travel wear. This has been particu- 
larly true of European travel where it has 
been difficult to have laundry done, or to 
get good dry cleaning. However, men’s 
shirts which had more acceptance a year 
ago than they have now, may still have to 
be ironed to please our tastes in dress un- 
less further gains are to be made in the 
fabrics. Certainly our automatic washers 
or washer/dryer combinations are more 
practical and satisfactory than hand 
washing and drip drying. People would 
need to have clothes hanging all over the 
house to accommodate all of their needs. 
I recently heard of a new home with a 
room built with overhead racks, slotted 
floor with a drain, to accommodate the 
wash and wear clothes fer the family. 
Surely, we can demonstrate that for 
space, convenience, washability and safe- 
ty, our new washers are a better answer. 


HOW TO GET STARTED. How does a 
dealer go about becoming an expert on 
Wash and Wear? 

I would say that the first step is to 
study the Special Report which begins on 
page 45 of this issue. I’ve had the oppor- 
tunity to look at advance proofs of this 
story and I think it’s the best summary of 
Wash and Wear I’ve seen. 

And don’t overlook the wall chart which 
the editors are offering. At $1 each it’s 
the best—and most inexpensive way to 
get a real start in Wash and Wear. End 
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<=) ENTLEMEN... 
THE LADIES NEED HELP! 





..Witness these comments on the need for 
informative labeling by typical delegates 
to the recent Congress on Better Living: 





“A housewife could go crazy in this pres- 
ent day mixed-up market with umpteen 
fibers and washers and detergents — all 
better than any other — if someone didn’t 
help her.” 


“After upholstery colors faded on first 
cleaning — on a $200 chair —I’m sure 
you can well appreciate why I would find 
a Use-Tested Tag explaining a product’s 
features, etc., a welcome sight on any 
product we should ever buy.” 


\\ 
Yes, the ladies need help 


SeETT 
-».and they get it from M ‘Calls b 
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OW MCcCALL’S USE-TESTED PROGRAM 
sail HELPS YOUR CUSTOMERS-AND YOU- 





ANE il 
Py 


2 USETESTED * 
%, MeCalls : 

















How Product | IN McCalls 


is Tested TEST ROOMS we test new appliances and furnish- 
ings for the qualities and features you will find 
important when you use them in your own home. 
That's why, after we have tested a product and like 
it, we believe you will like it too. 


Product Name (BRAND) WASHER 


We used it wit! 



























washer 


nsed washes, damp-dried 












We found it does a normal wash in completely automatic 
Use-Tested fashion from fill to finish. For smal! loads and not 
Report es 


the top 

















rface and into the machine. The booster heater keep 
hot wash water really hot. The powerful final spin 
ant w re able to iron many clothes directly from 





. FEATURES WE ESPECIALLY LIKE: 
Specific Features 


COMPLETELY AUTOMATIC id it 


| 


TWIRL ‘N SET CONTROL — lighted, flexible, easy t 
SUPER-FLOW WASH agitate 
SAFETY-SPIN machine stoy 


Other times you may peek 
Performance GOOD DESIGN 
Endorsement 
by McCall's 





“WE USED IT AND WE LIKE IT!" 





® Kach Use-Tested Tag con- ® The Tag is written in friendly, » Each Use-Tested Tag acts as ® Each Use-Tested Tag brings 
tains a feature-by-feature non-technical language that the a silent salesman when the re- to the point-of-sale the power- 
endorsement of a product based consumer can quickly under- tailer is not in the selling area, ful, impartial authority of 
on exhaustive tests far more stand ...tells her what the and elves him potent and con- MeCall’s Magazine, which 
rigorous than typical home product will do for her in het vincing sales talk material reaches more than 5,300,000 
uses of the product by the home. instead of giving just a when he is. It often closes sales top-prospect families every 
homemaker. vacue blanket endorsement, without the help of a salesman, issue, 
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HESE QUALITY APPLIANCES AND 


HOUSEWARES HAVE EARNED 
McCALL’S USE-TESTED CERTIFICATION: 


MAJOR APPLIANCES 


AMANA 
Upright Freezer (Models 15; 19) 


FRIGIDAIRE 

Frost-Proof 
Refrigerator-Freezer 

Automatic Dryer 
Automatic Washer 
Electric Ranges 
Dishwasher 

GENERAL ELECTRIC 
Keyboard Ranges 

HARDWICK 
Gas Ranges (Built-in range; 


30"; 36” range) 


KITCHENAID by Hobart 
Automatic Dishwasher 
Food Preparer 
Portable Dishwasher 


PHILCO 


Automagic Washer 
TAPPAN 

“400” Electric Range 

Gold Ribbon Gas Range 


WESTINGHOUSE 
Ambassador Ranges 
Aristocrat Ranges 
Embassy Ranges 
Custom Imperial Ranges 


ELECTRIC HOUSEWARES 
AND TRAFFIC APPLIANCES 


HAMILTON BEACH 
Automatic Fry Pan 
Electric Blanket 
Electric Food Grinder 
Food Mixer 
Home Drink Mixer 
Liqui-Blender 
Mixette 


LANDERS, FRARY & CLARK 
Universal Coffeematic 
Universal Cookset 
Universal Tab-L-Top 
Food Chopper 
MIRRO ALUMINUM COMPANY 
Mirro-matic Electric Percolator 
(Models 120M; 142M) 
Mirro-matic Electric 
Pressure Pan (Model 184) 


Mirro-matic Electric 
Skillet (Model 271M) 
Mirro-matic Dutch Oven 
Mirro-matic Fry Pan 
50-Cup Electric Percolator 
WEST BEND 
Flavo-Matic Electric 
Percolator (Model 3258E) 


SEWING MACHINES 
VACUUM CLEANERS 


BROTHER 
Sewing Machines 
(Models 50; 60; 70; 90; 200) 
GENERAL ELECTRIC 
Vacuum Cleaners 
Floor Polishers 
HAMILTON BEACH 
Canister Cleaner 
HOOVER 
Constellation Cleaner 
Convertible Cleaner 
PFAFF 
Sewing Machines 
(Models 230; 332A; 6; 60; 229) 


SRR ERR RRR RRR RRR RRR ERR RRR RRR ERR A 


we 


B 


USE-TESTED PROGRAM 


McCall's, 230 Park Avenue, New York 17, N. Y 


Gentlemen: | carry the following brands which have earned 


McCall's Use-Tested Tag (see list above) 


Please send me 


your Use-Tested Program Tas 
and other display material | can use 


s, Ad Planner 
in selling these brands 
Dealers from coast to coast have found the Use-Tested 


Program helpful in closing sales for appliances NAME 
and housewares. Make sure all of your eligible floor 
; COMPANY 

samples are tagged, Contact your manufacturer's 


representative, or mail this coupon to MeCall’s. STREET 


PT VP TPE CLUE a 
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Successful South Bend Frigidaire Dealer says: 


1! LIKE FRIGIDAIRE DISHWASHERS! 
They Hold More, Load Easily and Sell Fast!" 


3 Jake Levy, Radio Furniture Mart, Inc. 


; 7 763 S. Michigan Street, South Bend, Indiana tap Ley, or] 
" h ( . 0 


- Frio ete, . 
"Sidaire Dis) meee fined 


tond ctill f . kwards! That’s aq ! ene any 


i 


g tt | ‘ | e Francl 


t 


Was] 


Mn boyy 
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Most 
Mode] 

Story 
Or w » 
; rate Lidaire 
) 

'POration D ve 
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Tira than , 
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. too! 


nen plu 
s 
°MParable ) 


HERE’S THE LINE . ' 
— ee Custom Imperial <a Custom Imperial Blas 


> —s Custom Imperial @& ' . 
THAT COMPETES fe i = Free-Standing ‘ a Dishwasher-Sink . = and DeLuxe Top-loading Super 

a © model (Wood top “| model (Food 2 ti r Built-In Under- Mobile model 
ON QUALITY! ae optional Waste Disposer i i 3 counter Models for plug-in 


optional) j ad installation 


Why don’t you plan to grow with 
Frigidaire advanced Dishwashers, designed with you in mind! 
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Now America's only bonded line of home heating and air conditioning is bigger and better than ever 











NIA [ (Gallenntainy | 


DECORAMA 
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with 
h b if l h ° h ld changeable 
the most beautiful room heater in the wor Vecoratet wane 
Color-keyed to any home — Exclusive front Decorator 
Panel* for unlimited choice of color harmony. Circulat- 
ing warmth with specially engineered heating chamber; 
large, one-piece top grille. Heats up to two rooms 
‘May be replaced with 20,000 BTU input through drilled-port cast iron burner. 
er eee Safe-Cool Cabinet directs more heat into warm air 


els in Sahara Sand or 


Brazilian Bronze. Or stream for extra comfort... extra safety. Vented and 


panel may be painted 


complementary color A.G.A. approved. Backed by Coleman’s exclusive $500 
Bond! Write for prices, specifications: 


The Coleman Company, Inc.. Wichita 1, Kansas 
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THE AMAZING NEW Concert 


K WITH THE “CONCERT” YOU MAKE MORE DOLLARS PER SALE 


Anyone Can Play 
Any Tune At Sight! 


On the “Concert,” you or anyone who can 
read letters and numbers can play popu- 
lar tunes, folk songs, old favorites and 
hymns with no knowledge of music...no 
long hours of practice. You simply glance 
at numbers and letters in your “Concert” 
Music Book that correspond with those 
on the organ and play! Chances are, once 
you’ve tried a “Concert,” you'll take one 
home for your own family to enjoy. 
Remember: 


Everyone who enters your store is a pros- 
pect for the “Concert” on your floor! 





YOU'LL MAKE MORE 
DOLLARS BECAUSE YOU 
TAKE MORE DOLLARS 
WITH EVERY “CONCERT” 
YOU SELL! 


A portable electric chord organ is a | $ Q 5 
one-sale item not replaced for years. @& 

So when you sell one — sell the organ ' 

that pays you the most dollars. Sell ‘‘Concert”’! ... \ — 


EXCLUSIVE FEATURES LIKE THESE PLUS SUPERB TONE HELP “CONCERT” OUTSELL 














SWEDISH STAINLESS STEEL REEDS 


hand-crafted to give you pure, rich uniform 


A 40-BUTTON CHORD PANEL FULL SIZE TREBLE KEYS 


7 not just 12 or 24 buttons—gives you vibrant, for easy playing — not just miniatures like 
tones under varying climate conditions—last mellow bass chords with wide range and beau- those you find on toy pianos or novelty elec- 
longer than mass-produced reeds tiful full accompaniment tric chord organs. 
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GIVES YOU ALL THE PROFIT! 


THAN WITH ANY OTHER PORTABLE ELECTRIC CHORD ORGAN 


1. Never A Trade-In (No Used Products to Re-Sell!)... 
2. No Service Headaches (It’s Quality-Crafted!)...3. No 


Delivery Costs (Customers Take It Home Themselves, 
Gladly Pay You $25.00 for the Handsome Carrying Case!) 


Say “Good-bye” to those money-grabbing, profit- 
eating drawbacks. The “Concert” eliminates all YOU MAKE MONEY TWO WAYS WITH £3 
three! THIS BEAUTIFUL CARRYING CASE! © 


And right now is the right time to get in on the Sell a case with every organ and 
ground floor of a practically untouched market you automatically eliminate deliv- 

























and take the express to the roof! oy Cont Yon Oe pr 
: share of the $25.00 price, too. The 
What 2s your market? ‘“Concert’’ Spinet converts to a 


, sania ; ° portable in minutes. Legs areeasily ~ 
It’s the untold millions who never had the time vuneniall ~ tn We in senaela naar 


or money to devote to years of music study but compartment. Organ rests over 


have always wanted to play music. legs. Like the “Concert,” the Carry- 
ing Case practically sells itself! 


AND NOW THEY CAN PLAY ANY TUNE—COMPLETE 
WITH BRILLIANT MELODY AND RICH MELLOW 
CHORDS — INSTANTLY, WITHOUT LESSONS ON THE 
SENSATIONAL “CONCERT.” 


Today, customers who try a “Concert” buy a 
“Concert.” 


Get all the facts now. 


ORGAN CORPORATION OF AMERICA 


51-02 Twenty-first Street Long Island City 1, N.Y. 


ORGANS COSTING $70 LESS MAIL THIS COUPON TODAY! 


Mr. Harvey Farber, Gen‘l. Mgr. 




























Organ Corporation of America, Dept. E -1 
51-02 Twenty-first Street, Long Island City 1, New York 


|All-Time Favorites a 


an, “a 





“Pop” ‘Cloesics Please send me complete information on the “Concert” Electric Chord Organ. 


aa 








“pes Name 
\ ‘a iL 
A Address 
MUSIC BOOKS BUILD BUSINESS C ia — 
2 or 3 times a month as ‘“‘Concert’’ books ity 


come out, organ owners stop at your store for 
theirs. Traffic builds you all kinds of sales. 
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NEW! HOTPOINT LEADER MODEL DESIGNED FOR 


PROFVABLE 
SELLING! 


"A acicisaabaausinains es acultcareads an on obves wcaen 














A hot traffic-building true 
combination you can advertise 
at a Rock-Bottom 

Low Price... 






































THEN SELL-UP TO 
DELUXE MODELS 


Here’s more of everything you need in a 
leader model to build traffic and increase re- 
frigerator volume in ’59. The 9EFS11 gives 
you a true combination you can advertise for 
a low, low price. Then, step up sales with the 
extra features of the 9EG11 or the Swing- 
Out convenience of the new 9EYS12. 
Hotpoint backs you up with a complete line 
of competitively priced deluxe combination 
models designed for easy step-up selling. 
Advertise these 9EFS11 features: 























@® NEW RESERVE COLDPOWER 


@ FROST-AWAY AUTOMATIC 
DEFROSTING 


ny roth 
y rt ' 


er Adve 













LIFE son" ® @ 75 LB. CAPACITY REAL FREEZER 
ee ws @ BIG 10.7 CU. FT. CAPACITY 

HOME v» @ NEW OFFSET DOOR HINGES 
post May 16 


Contact your Hotpoint Distributor 
f full t 
MODEL 9EFS11 or full details today! 


Hotpoint Dealers’ profit opportunities are greater than ever before... y i % 








If you're not a Hotpoint Dealer you should be! A aN 3 


LOOK FOR THAT DIFFERENCE! (your Curtomens do!) 

A Division of General Electric Company, Chicago 44, lilinois 
ELECTRIC RANGES « REFRIGERATORS * AUTOMATIC WASHERS : CLOTHES DRYERS * CUSTOMLINE 
DISHWASHERS « DISPOSALLS* « WATER HEATERS - FOOD FREEZERS « AIR CONDITIONERS 





PAGE 40 MAY, 1959—ELECTRICAL MERCHANDISING 











any 


ee 


. > 


The K ing Company 

















buys a packaged plan for the future 


with the help of the fétna Life's Business Planning Department 





The King Department Store is a close corporation doing business in a suburban 
shopping center. The stock of the company is held by President Herbert F. King and 
members of his family. They operate the business. 

Recently a member of the local A‘tna Life Business Planning Department explained 
how death of a principal stockholder can create major problems. His heirs may be 
forced to unload a substantial block of stock to pay death taxes, thus watering down 
their control of the corporation. With the help of their A‘tna Life representative, 
attorney and accountant, a plan was developed to avoid this danger by taking 
advantage of certain favorable tax legislation designed for just such a situation. 

If you own or operate any kind of business, it will pay you to investigate the vital need 
for a business continuation plan — and no one is better equipped to serve your in 
terests than the Business Planning Department of your local A‘tna Life General Agency 


- - - 
AE TNA LIF I 

ud aA d 

INSURANCE COMPANY 

Affiliates: AAtna Casualty & Surety Co. * Standard Fire Insurance Co. + Hartford, Conn. 
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THIS is the High-Fidelity Stereophonic System 
that has the Whole /ndustry Talking/ 


NEW V-M VERSATILE /MODULAR MODEL 580 








Everybody's talking about it — and Dealers are happily 
SELLING it! Here’s the definitive answer to the problem of 
what people want and need in stereo systems — one-piece 
systems or separate units. V-M MODEL 580 IS EIrHer! 
It's adaptable to any room arrangement, any acoustic prob- 


any personal preference! 
Pertectly matched separate speaker system units each con- 
tai 12” and 3.5” speakers. Comes completely equipped 
vith optional legs for creating 3-piece modular system. 


SHow It As THe BEAUTIFUL CONSOLE ILLUSTRATED HERE 
nd IN A Variety OF COMPONENT ARRANGEMENTS! 


the Woice 





Central unit contains world-acclaimed V-M ‘Stere-O-Matic’® 
4-speed record changer, powerful dual-channel amplifier 
(30 watts peak, 15 watts per channel) and complete control 
panel — including record compensation control. Dual in- 
puts for phono, tape recorder, tuner and TV offer wonderful 
versatility! 


It's yours in hand-rubbed Walnut to sell for just. . . $350! 4 
(And now available in smart Blonde, too! ) 


A variety of compelling, selling displays and local advertising 
materials helps to tell the Model 580 versatility story. 


CALL YOUR V-M DISTRIBUTOR NOW! 


t 


of Pes 


*T.M. of V-M Corp. 





V-M CORPORATION, BENTON HARBOR, MICHIGAN + WORLD FAMOUS FOR THE FINEST IN PHONOGRAPHS, TAPE RECORDERS AND RECORD CHANGERS 





MAY, 
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Mrs. Consumer 
Told 
Mr. Romney 


...and what he did about it 
to make extra sales for you! 


Through countless reports, housewives have indicated to 
George Romney the kind of appliances they want today. 
Overwhelmingly, they voted against frills, gadgets, com- 
plicated controls. ““They wanted down-to-earth useful 
features,’ says the president of American Motors Corp. 


“So, that’s the kind of features we now build into 
Kelvinator appliances—ranges with throw-away lin- 
ings that end the drudgery of oven cleaning... washers 
that wash cleaner, easier, safer, and that save money, 
too...refrigerators that have more usable space and 
that are more convenient to use.” 


When production started on these new appliances, Mr. 
Romney knew that one of the best ways to tell Mrs. Con- 
sumer about them was in Reader’s Digest. It had helped 
him sell his sensationally successful Ramblers. 

The rest is today’s appliance news! After they read the 
advertising in Reader’s Digest, thousands of families 
bought these appliances. Kelvinator dealers everywhere 
have been reporting more sales—extra sales. 


Still More Sales Ahead 
Now, you can make extra sales in 1959, too—by taking 
advantage of more Kelvinator advertising in Reader’s 
Digest (starting in April this year). Here’s why: 
The Digest reaches more families in your area (more than any 
other national medium American Motors uses) . it reaches 


more of the families who can afford to buy... it reaches more who 
want to buy... and it carries with it an atmosphere of believability. 
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Don’t let the enthusiastic response from Digest readers 
surprise you. Be ready for more sales this year. Use the 
merchandise material, and display copies of the Digest 
opened to Kelvinator advertising. 

Put Kelvinator appliances in prominent view—ready to 


show Digest readers when they come in—and they will! 


People have faith in 


|) : 
q , ay . 
geaders | 


pO 


~*~ 


Largest magazine circulation in the LU. S. 
Over 11,750,000 copies bought monthly! 








WI . 
2 eng t WANTED Westies 

















Worlds Whitest Washes 
Safely, Automatically with — 
Maytags Exclusive I.B.I. 


(TIMED BLEACH INJECTION) 



























Maylag 


Full-strength bleach goes in here. [ex 
$ Maytag automatically dilutes : 


bleach, then adds it to wash er 


water at exactly the right time. 
































Only Maytag with T.B.I. lives up to the promise of whitest at exactly the right time, in exactly the right strength 
washes—a mighty potent appeal to women. T.B.I.—Timed Only Maytag Dealers can offer T.B.I. 
Bleach Injection — means bleach is added to wash water The Maytag Company, Newton, lowa 


Another demonstrably better feature from... 


MAYTAG 
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TODAY few women will buy a washer or dryer 
unless they’re sure it can handle wash and wear 


AND today any appliance salesman can sell more 
laundry appliances—and more of the high-end 
of the line —if he can explain wash and wear to 
these women 


THAT’S why we’ve wrapped up all you need to know 
about this subject in this exclusive Special Report 
which shows you quickly and simply 


HOW 10 BE 
AN EXPERT ON 


Wash 
wear 


By JAMES J. CASSIDY 


MAY, 1959 











SPECIAL REPORT 
WASH AND WEAR 


To Be an Expert on Wash and Wear 


You Must Realize That: 


Wash and Wear is Already Big Business 


Each year Wash and Wear increases its impact on 
the fabrics normal to home laundering. 

The U. S. consumption of “miracle” synthetic fi- 
bers has swelled from a trickle of nylon in 1942 to 
100 million pounds in 1955 and over 500 million in 
1958, aecording to Textile Organon, the industry 
watchdog. Meanwhile King Cotton has plunged deep 

adding Wash and Wear properties to 20 percent 
if the 5 billion yards of cotton produced for apparel 
in 1957, to 40 percent in 1958 and to a Cotton Coun- 
cil estimated 60 percent in 1959. 

Department store buyers of children’s, women’s, 
and men’s apparel—according to Good Housekeeping 
say that of $12.6 billion in soft goods they expect 


to sell in 1959, $6 billion will be Wash and Wear. 
Variety chain store buyers surveyed by Chain Store 
Age say that 50 to 75 percent of their men’s wear 
(slacks and sportshirts, for instance) will be Wash 
and Wear this year—up from 10 percent in 1958. 

Women are constantly being indoctrinated in 
Wash and Wear by millions of dollars worth of na- 
tional advertising from basic fiber, fabric and gar- 
ment producers, all of which pitch “No ironing” or 
“Minimum care” or “Little or no ironing required.” 
And the bed linen industry is coming in big this 
year with the “‘No-Iron” sheet revolution. 

There’s no doubt about it: Wash and Wear is big 

and getting steadily bigger. 


Wash and Wear Is Important To The Appliance Dealer 


Every hang tag, label, every line of ad copy also 
reminds women directly or indirectly that the Wash 
ind Wear item is “Machine washable,” can be 
“Dryed in a dryer,” is “Automatic Wash and Wear.” 

Appliance dealers who know how to pitch to the 
Wash and Wear concept can obsolete washers and 
dryers already in use, can step up to middle and high 


end machines in selling of new equipment, can jus- 


tify the higher dollar with an economy story pegged 
on cutting of commercial laundry usage (for sheets, 
for instance) and dry cleaning savings which will 
continue to grow through the prime life years of 
new and modern laundry pairs. 

Seldom has there been such a natural tie-in be- 
tween appliances and a new commodity. Appliance 
dealers need only capitalize on this opportunity. 


The Theory of Wash and Wear Is Simple Enough 


The salesman who sells laundry equipment in the 
Age of Wash and Wear can do it best by knowing 
fabrics and washday chemicals as well as he knows 
laundry features. In advising women, and in an- 
swering Wash and Wear questions, appreciation of 
the wrinkle unlocks the mysteries. 


Here’s the general principle: Let the wrinkle prob- 
lem influence all choices of Wash and Wear settings 
in both the washer and the dryer—or the combina- 
tion for that matter—since the wrinkle is the whole 
point of Wash and Wear. 


If you take time out to think about it, and to pick 

ip a few definitions, the theory of Wash and Wear 
is fairly easy to grasp and to follow through. Once 
ou understand the theory, selection of the proper 
steps for creating of ideal washing and drying con- 
ditions becomes almost logical. Thorough under- 
standing makes you quite a legitimate expert in 
Wash and Wear “programming.” 

You should be aware before starting that Wash 
and Wear fabrics come in two forms. The first, 
vou’ve been hearing about since nylon launched it- 
self as the first wonder fiber back in 1938. Some 20 
‘ousins have come along since and bear familiar 
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names like Dacron, Orlon, Acrilan and some names 
perhaps not yet as familiar, like Dynel, Ban-Lon, 
Arnel, Vicara, Zefran to name a few of the so-called 
“synthetics” or wonder fabrics. 

The second form is cotton—but cotton that has 
been treated with resins which give to regular cot- 
ton some of the miracle properties of the synthetics. 


SYNTHETICS. 
“miracle”, 


Broadly speaking, all the man-made, 
“synthetic” fibers since nylon are fila- 
ments of plastic of one chemical arrangement or an- 
other. (Pre-nylon man-mades like rayon and acetate 
do not qualify as Wash and Wear since they perform 
poorly in water.) In men’s Dacron shirts or in nylon 
lingerie, the plastic filaments are very fine like silk 
or cotton threads. In sportswear, like Orlon or Ban- 
Lon, they’re spun thicker to resemble the bulk and 
softness of wool. But whether they’re silk-thread 
thin or wool thick, they’re still the same basic fiber 
and have the same characteristics. 

Fundamentally, the miracle fibers are: water re- 
sistant, wrinkle resistant. Like plastic, they’re sensi- 
tive to heat. They’re known as “thermoplastic fi- 
bers.” 

To see the vital difference between a natural fiber 
like cotton or wool and a thermoplastic fiber like 
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nylon or Dacron, picture a cigarette and a similar 
length and thickness of white plastic clothesline. 
Dunk the two in water. The cigarette absorbs water 
completely and becomes saturated and limp. It even 
swells under the water content. Cotton or wool 
would do likewise. Dirt goes right into the fiber. 

The plastic clothesline does not absorb water. 
Water or dirt may cling to its surface but can be 
almost shaken off. The amount of water held by the 
surface is a fraction of what is held by the cigarette 
of cotton or wool. The plastic dries that much faster. 

Thermoplastic fibers also have a “plastic mem- 
ory,”’ which means they seek to return to their orig- 
inal shape. Heat—either in water or air—lets them 
wander from that original shape. Coolness in both 
helps ease them back, if it follows heat; coolness 
preceding heat keeps them from wandering. 

A cold water wash, for instance, does not bend 
the thermoplastic fibers as hot water would, nor 
does it soften them. Hence agitation pressure, spin- 
creasing, etc., in cold water does not act on a sof- 
tened fiber and does not set wrinkles as badly as hot 
water would. Drip drying keeps dryer heat out of 
the picture entirely, hence does not add to the wrin- 
kle problem. 

Heat in a dryer again softens thermoplastic fi- 
bers. Wrinkles put in or encouraged by pressure in 
a washer spin are eased and the tumbling in air 
further encourages the wrinkles of the softened fi- 
ber to unwrinkle. Cooling periods at the end of a 
dryer cycle help the softened, de-wrinkled fiber to 
harden into a de-wrinkled or original state again. 

Freedom of movement in the fluffing or air tum- 
bling encourages straightening, but when a thermo- 
plastic garment is left to sit in the bottom of a 
dryer basket—whose surface is hot like a flat iron— 
and other clothes in the load settle down on top of it 
and again rumple it, wrinkles are again set. This is 
why all advice says to take thermoplastic fibers out 
of a dryer as soon as the basket stops—or even be- 
fore, when they are still slightly damp, though cool- 
ing—to prevent dryer re-wrinkling. 

What about the creases—wrinkles, if you will— 
put in by the manufacturer, like pleats in a skirt or 
creases in pants? These are put in at a far higher 
temperature than a dryer can reach and the fibers 
remember this. Hence, neither body heat, nor laun- 
dry heat, nor lower-setting steam iron heat will ef- 
fect creases normal to the garment’s appearance. 

One more thing. Plastic when it has color—as 
in a toothbrush handle—has color all the way 
through. Color is locked in. Water never gets at the 
color, contacting only the surface of the fiber. With 
natural fibers, color goes into the fiber, but so does 
water, making color fastness and sunfastness prob- 


lems; they are not problems with thermoplastic 
goods. These magic properties of “miracle” synthet- 
ics represented a threat to King Cotton. 


TREATED COTTONS. Synthetics are no longer the 
only Wash and Wear fabrics. Cotton saw the hand- 
writing on the wall. It was not about to let the mira- 
cle fibers displace its long time rule in the household 
soft goods world, so it got into the Wash and Wear 
act by building into cotton fabrics some of the prop- 
erties of the miracle synthetics. How? By coating 
the cotton with a plastic type finish. The cotton peo- 
ple use resin, dipping the fiber in it, or “painting”’ 
the woven fabric with it. The resin has many of the 
properties of thermoplastic man-mades. Resin 
treated cotton, or ‘Wash and Wear Cotton” is mois- 
ture resistant, wrinkle resistant. It is also a bit heat 
sensitive when resin treated. But still being basically 
cotton, it is not as heat sensitive as the thermoplastic 
synthetics. Garments of resin treated cottons can be 
placed just about half way between the synthetics 
and un-treated cotton when considered as to tem- 
perature of wash and rinse water, dryer tempera- 
ture, etc. 


A WARNING. One more point: since both synthet- 
ics and resin cotton are complex chemical compounds 
certain problems are invited when they are thrown 
in water with other chemicals used on washday, like 
the chemicals which make hard water soft, the 
chemicals in detergents, but most important, like the 
chlorine in all hypochlorite bleaches—like Clorox, 
for instance. 

Some of the early resins used to make cotton into 
Wash and Wear cotton forgot to protect themselves 
against chlorine bleach. They held the chlorine and 
reacted badly when they came into contact with it. 

Today’s resins from the leading and most reputa- 
ble manufacturers of cotton fabric are chlorine 
proof and say so on the labels or hand tags fixed to 
the garments made from them. When chlorine proof, 
they call themselves “non-chlorine retentive.” 

Some lesser makers, however, may not strive so 
hard—and at such cost—and may yet be producing 
resin treated cotton goods which still retain chlo- 
rine and are therefore “chlorine-retentive.” At min- 
imum, these latter goods with chlorine bleaches in a 
wash, may grey or yellow; at maximum, they may 
disintegrate. A manufacturer whose garment is 
chlorine retentive may not brag about this short- 
coming on his labels or hang tags. They may say 
“Don’t bleach,” or give some such warning—or 
they may say nothing. Those which are “non-chlo- 
rine retentive” will usually brag about it. Warn 
women to read hang tags and be guided by them 


Translating Theory Into Practice Can Be Confusing 


ELECTR 


Though the theory is fairly simple, the number of 
variables—detergents, chemicals, water tempera- 
ture, heat, agitation—sometimes produce confusion. 
And it’s only natural that a good deal of this confu- 
sion centers on the washer and dryer since several 
of these variables can be controlled in laundering. 

Each washer manufacturer must make provision 
for the same set of variables, but all of them do it in 
a slightly different way and call each feature by a 
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slightly different name. Multiply any set of features 
by about 12 competitors and the nomenclature really 
begins to fly. 

But when the basic Wash and Wear theory is pa- 
tiently applied to these differing products, the smoke 
begins to clear again and equipment theory can be 
understood, too. Laundry makers are merely doing 
their job—making the promises of Wash and Wear 
come true. To see how, turn the page. 
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To Be an Expert on Wash and Wear 
You Must Realize That: 


In almost direct ratio, as Wash and Wear-ability 
has increased its penetration into the lineup of fab- 
rics which are home laundered, the home laundry 
industry has increased the versatility of equipment. 

Currently, washers and dryers can be “tuned” to 
just about anybody’s recommendation for the best 
‘ombination of variables necessary to create the 
ideal conditions for Wash and Wear. The high end 
washers are now going a step further. As ideal con- 
ditions for each area of the wash become more 
firmly defined by use and experience, the machine 
will do the thinking instead of the operator. 

3ut in middle and low end models, what are the 
right amounts of what when a woman has to pro- 
gram the washer herself? What’s the answer when 
she asks her appliance salesman, “Yes, but, can I do 
Susie’s party dress in this machine?” The odds are 
yes, if it is any item she’s ever washed before; and 
yes for an increasing number of apparel and house- 
hold soft goods items. 

What are the variables offered to her by equip- 
ment in the Age of Wash and Wear? 


Taking washers first, there are five controllable 
variables: water temperature, agitation, time, rinse 
temperature, and spin speed. 

Wash and Wear clothes wrinkle less when water 
is cooler in both wash and rinse. But there are com- 
promises immediately. As they get more soiled and 
are heavier in construction, more detergent action 
in warmer water may be necessary to get them clean. 
Compromise: warm wash water; and since they’re 
then clean, cold rinse. 

Again, wrinkles become a factor in the spin. It 


As we've seen, almost every washer and dryer on the 
market can handle Wash and Wear. But the customer 
who is worried about Susie’s party dress wants to know 
more than that. She wants to know what happens. 

lo help you explain to her the versatility of today’s 
laundry equipment, ELECTRICAL MERCHANDISING has 
compiled the chart on the opposite page. 

To use the chart, merely ask the customer which fabric 
Susie’s dress is made of. Then, referring to the chart, 
read across to find out how hot the wash water should 
be, how long the garment should be washed, with what 
degree of agitation, in what kind of water should it be 
rinsed and how long it should be spun. Show her how 


each of these variables can be controlled on the washer 


Today’s Washers and Dryers Are Designed For Wash and Wear 


should be short to prevent putting wrinkles of its 
own into the Wash and Wear fabric. 

Agitation? It should be gentle enough to do the 
job. For heavier soil and heavier use items it may go 
to regular. But keep it gentle where possible. 

Time? Thermoplastic fibers do not absorb dirt. 
Detergency requires less time to loosen dirt and clean 
the fibers than it does in an absorbent fiber. 

Pre-treating is a good idea in some cases. Dacron 
has a special affinity for body oils and collects them 
at the collar and cuffs in men’s shirts. Localized 
scrubbing helps the washer do its job. 


Dryers, too, have been courting Wash and Wear 
openly since the ‘“De-wrinkler” first entered the 
equipment lexicon about four model years ago. Dry- 
ers give two basic variables. Some provide the ideal 
combination by offering a wide range of tempera- 
tures and limited times; others do it by wide control 
of time in a more limited temperature range. 

In either case, the key phrase is again ‘‘Watch 
that wrinkle.”” Whatever wrinkles were left by the 
washer—or put in by too much temperature or too 
much spin pressure—can be levelled out by the tum- 
bling in heated air of the dryer and smoothness can 
be assured by the continued tumbling in cooler air at 
the tail end of the dryer cycle. The trick is to keep 
the goods in the air; to keep them away from creas- 
ing or wrinkling which can be caused by contact with 
other clothes, with the hot sides of the basket or by 
a combination of both. 

in drying Wash and Wear fabrics, the rule is: Do 
not overdry. When in doubt take them out while still 
damp. Never let them sit in a stopped hot machine. 


Laundering Wash and Wear Is As Simple As This Chart Indicates > 


line you’re selling. Do the same with the dryer. 

Because of the nature of these problems, there must 
be variation from machine to machine, from opinion to 
opinion, and from self-interest to self-interest. But in 
general, it is unlikely that women can or will make really 
dangerous mistakes. Depending on how good or bad a 
technician she is herself, her washing of anything—if 
she follows labels, instruction books, hang tags, reason- 
ably well—will be merely more or less satisfactory. Bar- 
ring hot water with a cashmere sweater, she can’t go too 
far wrong. But with a little sense and understanding 
of the factors involved, she can do better by her wash 
with good advice from her salesman on how to prop- 
erly use her versatile equipment. 
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DELICATE 
« As blouses, party and 
dressy apparel, high 
style sleepwear. 























Synthetics 





STURDY 
| Whites, knits, tight rug- 
| ged weaves, sport and 
| play clothes, suits, 
| Skirts, slacks, shirts, 
beachwear, snowsuits 
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WASHING 0e's and DON'TS es 
wie en hn ah 


os onprhoergranstaertha 
DO treat hard water with Calgon-type softener. Use 
in first rinse. Check local water dept. for hardness 
factor. Follow box directions for quantity. 


DRYING D0’s and DON'Ts in WASH and WEAR Laundry DO use fabric softeners (like Nu-Soft, Sta-Puf) to re- 


: move static cling from synthetics; in final rinse only. 
DO most drip-dry goods by dryer, except permanent ‘DON'T use chlorine (Clorox-type) bleaches with resin — , 
pleat apparel of woven nylon, Dacron, Orion. To drip treated cotton unless hang tag or label specifically DON'T GUESS. Follow directions in book, on bottle 
dry, skip spin manually or use “no-spin” cycle. permits, or says item is “non-chlorine retentive.” or box, label or hang tag. Measure! 


To order a giant 3 by 4 ft. copy of this guide for use in your store, turn the page 








Maytag 


WASHER DRYER 
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Now that you’re an expert on the subject 


“IMPLY because everyone is interested in the subject 

and has lots of questions they want answered, Wash 

K and Wear is a natural promotional hook for appli- 

ince dealers. Here’s how you can cash in on this public 

interest to build laundry volume and step up laundry 
prospects to the top of the line 

1. Dig out any laundry promotion that ever worked 
before and dress it up with Wash and Wear. As a 
matter of fact, even a promotion which failed to pull in 
the past may work now that you have Wash and Wear to 
peg it on 

2. Be sure you understand Wash and Wear and be 
sure your salesmen understand it. Go over the preced- 
ing five pages again and again. Make them the text for 

ir sales meetings. Make sure your salesmen have read 
them and understand the theory of Wash and Wear. 

3. Be sure you understand the features and the 
capabilities of the washer and dryer lines you’re sell- 
ing. Ask your distributor salesmen to pitch Wash and 
Wear at a sales meeting. Ask him to get all the literature 
the manufacturer has provided on the subject. Study in- 
truction booklets—you'll be surprised at how much you 
un learn from them. 

4. Look around for promotional help. Ask your dis- 
ributor salesmen if their laundry line is tieing-in with 
the dryer promotion being sponsored by the American 
Home Laundry Mfrs. Assn. in cooperation with Indian 
Head Mills. The promotion uses Pequot’s new no-iron 
sheets and pillow cases as premiums. 


Remember that an All-Electric Laundry Festival in 

















You Can Cash In On Wash and Wear 


September and October is part of the new National Elec- 
tric Living Program. Check your utility for details and 
for availability of promotional material. 

Arrange tie-ins with fabric manufacturers. If you can’t 
find local representatives of the big fabric houses in your 
community, work the tie-in with stores handling these 
fabrics. 

Tie-in with the promotional activities of detergent 
manufacturers. 

5. Stage a Wash and Wear clinic. You can do it 
yourself through a store party, demos for club groups or 
fashion shows. Or, participate in a Wash and Wear clinic 
put on by clothing stores, detergent companies, etc. You 
merely supply the equipment. 

Remember, home economists who put on these demos 
prefer equipment that operates. Washers do not have to 
be plumbed but should be rigged and filled to stay in the 
wash cycle. Dryers should work—even if only on the 
store’s 115 volt outlets. 

6. Order a copy of the helpful Wash and Wear 
Guide on page 49. This is a really useful sales tool, and 
it’s never before been compiled in just the way we've done 
it—with the appliance salesman always in our mind as 
the primary user of this chart. You can get a striking, 
36 by 48 inch reproduction of this guide, suitable 
for use as a wall chart (see cover) for only $1. Just 
write Wash and Wear, ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 36, N. Y. But do it 
today— it’s the best single investment you can make 
to cash in on this fantastic Wash and Wear boom. 


Here’s how one dealer—Greenley’s in 
Flint, Mich.—has been tieing-in with 
Wash and Wear. When Davison’s, a local 
men’s wear store, decided to stage a pro- 
motion on Arrow Wash and Wear shirts, 
Greenley’s supplied the equipment and 
their own home economist. Arrow provided 
a man to model the shirts and Lever’s 
home service girl supplied the detergent. 
Now, Greenley’s is planning a reverse twist 
on this promotion—they’ll use an Arrow 
Wash and Wear display in each of their 
stores and give away shirts to laundry 


equipment purchasers. 
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Look What's Happened to the Power Mower 


Here’s what’s happened: 1 The business is getting bigger and bigger 


2 The product has a new look 


3 The appliance dealer is playing a bigger rote 


By JOHN DECKER For details, turn the page y 





1. The Business is Getting 
Bigger and Bigger 


N 1946 the power mower industry sold 
only 139,000 units. Even at an average 
retail price of $122.30, industry vol- 
ume was only $17 million 
Last year the industry sold 3,452,000 
mowers and, although the average price 
had dropped to $84.50, dollar volume 
climbed to an all-time high of $291.6 bil- 
on, at retail 
And, say industry spokesmen, there will 
a 100 percent increase in demand with- 
n the next ten years. If this prediction 
actually materializes, unit sales will then 
tal about seven million per year. 
That’s how the industry has grown 






Look What’s Happening to the Power Mower 


There’s another factor which helps to 
explain the power mower’s sales strength. 
By their very nature mowers represent a 
replacement item. Estimates of life span 
start at 4 years. You’ll find that second, 
third and fourth time buyers represent an 
increasing segment of the market. In ’58 
they accounted for an estimated 43 percent. 

The vast majority of mowers sold last 
year were rotaries. Moto-Mower’s statisti- 
cal department believes that not more 
than 280,000 (or 8.1 percent) were reel- 





type. It’s part of a continuing trend and 
it means that rotaries now account for a 
sizeable 90-percent-plus of the market. 

Regardless of the “mix” between rota- 
ries and reels, however, the industry is 
this year gearing up for what should be 
another record-breaking sales year. The 
size of the replacement market—plus the 
vitality being shown in the new home 
market—makes it apparent that the in- 
dustry should be able to realize the gains 
being predicted for it (see chart). 





Even a Recession Couldn’t Stop The Boom in Power Mowers 


(Estimated Unit Sales for 1957 and 1958 and Forecast of Unit Sales for 1959) 





TYPE 1957 1958 


| % of increase 
or decrease 1959 


% of increase 
or decrease 





250,000 — 1A 


270,000 
2,950,000 3,065,000 
2,825,000 | 3,000,000 | 
60,000 140,000 
340,000 350,000 + 239 


2,425,000 2,510,000 + 35 


and how its leaders think it will keep — 228 


growing 
What’s behind this 
trength? 















3,250,000 
3,203,300 
230,000 
450,000 
2,523,300 


+ 60 
+ 68 
+ 64.3 
+ 28.6 
+ 05 


Rotary 


continuing sales 








Gas-powered 


Riding rotary 





At least part of the answer may be 





found in the fact that manufacturers up- 
date the product each year. Like the auto- 
motive manufacturer, the mower industry 





Self-propelled 








has found that new models annually are a 





prerequisite to continuing sales. Having 
found a sales formula that works they’ve 
proceeded to sell the American home- 
owner. How well they’ve succeeded is indi- 
cated in the fact that national saturation 
of power mowers stands at 15-million 
units. That’s 60 percent of the homes in 
this country with lawns large enough to 
require a power mower. But it still leaves 
a possible 10,000,000 homes which could 
conceivably be a mower prospect 


2. The Product Has a 
New Look 


T HIS year emphasis continues to be on 
rider mowers with midget tractor 
types coming on fast as a favorite. Sales 
of riders have risen substantially from 
60,000 in 1957 to nearly 140,000 units in 
195%, a 133 percent increase. And, despite 
ibstantial ticket, 


their present there’s 


Easier starting is one of newer innovations on 
many ’59 mowers. Mow-Master’s rotary push 
type mower has step-on starting Swept wing 
tyling, fingertip controls are other features 


ad — 


‘ 


Push type 





Electric-powered 125,000 


65,000 


EEE 


46,700 — 28.2 





Total gas-powered 3,175,000 


3,270,000 


3,453,300 + 5.6 





Total electric-powered 125,000 


65,000 


46,700 — 28.2 





TOTAL POWER MOWERS, 


ALL TYPES 3,300,000 | 


3,335,000 





| 
| 


a. 





3,900,000 | = + 49 





Based on a survey by the Statistical Department of Moto-Mower, Inc 


NOTE: Estimated sales of hand mowers: 1957 — 400,000 units; 


1958 — 300,000 units (a decrease of 25%); 1959 — 250,000 units 


a further decrease of 16.7%). Power mowers now outsell hand mowers by the ratio of 11 to 1} 


good reason to suspect that these types 
will take over even further from push-type 
including self-propelled) mowers. 

What makes a rider type mower? Basi- 
cally it consists of a unit whose engine is 
of sufficient horsepower to handle the dual 
job of grass cutting and supporting a 
rider. That means that most riders have 
engines which fall into the 3-to-414 h.p. 
class. A few heavier units hit up into the 
Cadillac bracket, 51% h.p. plus. 


Riding mowers are an increasingly important 
segment of the market. Moto-Mower’s Roto- 
Ride, deluxe 24-inch rotary, is typical of this 
type, features full width rear drive wheel. 











Along with engines, blade size has been 
on the increase. In 1951, 17-inch blades 
were considered healthy. Today the con- 
sumer shops for an 18 or 21-incher, and 
the demand is growing for riders which 
cut even wider swaths. 

3ut these aren’t the only new engineer- 
ing features of the ’59 mower. At least 
one company has introduced a unit with a 
radically new blade housing. The improve- 
ment in vacuum claimed for this design 


Reel mowers are also being developed as rider 
types. Jacobsen Estate unit is shown with rid- 
ing attachment. Also available as attach- 
ments are snow plow, and spiker aerator. 





is said to make for better mowing action 
and grass disposal. A sizeable number of 
manufacturers are concentrating on non- 
stoop, push-button or kick-pedal starting. 
Also new are mowers having, in effect, a 
self-starter. These solve the starting prob- 
lem through the use of a spring-loaded 
device. Turned counter-clockwise to the 
mower’s cutting direction, then triggered, 
they start the mower automatically. For 
those with older mowers General Electric 
has a soon to be introduced kit. 


The New Look 

A neater lawn seems to be in the cards 
for the consumer. More mowers than ever 
before have hitch-on grass catchers. Self- 
propelled grass sweepers are assuming 
growing importance, too. 

Nor do engineering features stop there. 
Deck housings have been given a revamp- 
ing too. more fully enclosed, 
they’re neater than anything that’s been 
produced heretofore. And they’re bright- 
er, with more use of “female” colors 
(more and more women are making the 
ultimate buying decision on mowers). 
There’s greater emphasis on quieter units, 
and new materials are coming into use 
for both body and housings. Included are 
cast-aluminum, polyethelene, and Fibre- 
glas. These have helped to decrease the 
overall weight of the power mower. In 
some instances this has been considerable 
with die-castings reduced from around 60 
pounds to a more maneuverable 35. 

Accessories are steadily becoming more 
important. This is traceable to the new 
emphasis on rider mowers which make 


use of accessories 


Lower, 


which are dragged, 
pushed or slung under the basic mower. 
And, since these accessories are ticketed 
at better than average prices, the net 
sales worth to the dealer is apparent. 

What’s in the future for power mow- 
ers? For one thing there'll be increasing 
applications of new metals and _ plastic. 
And the industry has plans for even more 
accessories to round out those already on 
the market. 

Other, more radical applications may be 
in the offing, too. A radio controlled mow- 
er was newsworthy some years ago. Now 
Moto Mower talks of a solar-powered unit 
sometime in the 1960’s. Nevertheless, it’s 
probable that the unit in substantially the 
same form as we know it today will be the 
backbone of the mower business for some 
time to come. 


3. The Appliance Dealer Plays 
a Bigger Role 


om line of distribution for power 
mowers is through hardware outlets. 
Then comes the equipment distributor 
(part farm equipment, part hardware) 
and finally there’s the appliance distribu- 
tor. 

But all this may be changing. Accord- 
ing to some people in the industry, the 
hardware and equipment distributors, ei- 
ther can’t, or won’t, devote enough con- 





Continued on page 68 





The Anatomy of an Engine 


You can sound like an expert on 


mower engines if you study this 
chart. 
Almost every mower prospect 


knows that there’s a difference be- 
tween a two-cycle and a four-cycle 
engine—but very often he knows lit- 
tle more about the difference than 
that a four-cycle burns straight gas- 


2-Cycle operation 





enter crankcase. 


4-Cycle operation 





1 Intake valve 
opens as 
moves towards it 
crankshaft. Fuel 
vapor enters com- 
bustion chamber. 


Here’s what manufacturers say 





2 Piston compress- 
es fuel vapor as 
moves away 
from crankshaft. 
Intake port is 
closed. 


piston 


Two-Cycle is best because: 


10. 
11 


Fires every revolution of crank- 
shaft. Power is constant at blade. 
No pulsation (constant power). 
Power available all the time. 
Flywheel can be light. 

Small cylinder bore (low fuel con- 
sumption). 

At low RPM gives more cutting 
power. 

Fewer working parts. 

Less expensive and easier to re- 
pair. 

Lubrication is positive and con- 
stant. (Premixed gasoline and oil). 
Runs at any angle. 

Very little wear. 








forced through 
combustion 


oline while a two-cycle uses a mixture 
of gas and oil as fuel. 

That’s why the information in this 
chart can be so valuable. It shows 


you 


not only how each engine oper- 


ates—it also summarizes the sales 
arguments advanced by manufactur- 
ers of each type. In short, the chart 
makes you an expert. 


1 Fuel vapor in combustion cham- 
ber is ignited by a spark from a 
plug as piston moves into cylinder. 
Vacuum created in crankcase by 
piston movement, opens reed valve 
to allow additional fuel vapor to 


2 Piston is forced back as explo- 
sion of fuel vapor creates pressure. 
Reed valves close and fuel vapor is 
intake ports into 
chamber. This vapor 
forces exhaust gasses out through 
exhaust ports. 








~ va 
3 Firing of spark 1 Exhaust valve 
plug ignites fuel opens allowing 
vapor. Explosion burned gasses to 
forces piston in escape as piston 


direction of 
crankshaft. 


moves away from 
crankshaft. 


Four-Cycle is best because: 


») 


- 


3. 


Cleaner fuel system. 

Longer sparkplug life. 

Cleaner running—no smoky ex- 
haust. 

No mixing of gas and oil 

More economical to run. 

More power per firing stroke 
Pulsation and vibration at prac- 
tical minimum. 

Better cutting power at lowe 
speeds because it develops great- 
er torque. 

Less expensive to maintain. 
Separate oil and gas eliminat« 
fouling. 


Operates at all usable angles. 


‘In a suburb of Kansas City, dealer Chuck Ernst has 
built up a thriving business in less than a year’s 
time. One big reason for his success is that. . . 


The Builders Work FOR This Dealer 


of traffic 
unique builder 

| which he elf devised. 
The idea behind his plan is simple 
with their prob- 
he builders help 


for the builder: 
range at a highly 
competitive price 
ta and demonstrates the range 
percent over his cost. 
return, the builders give Ernst what 


needs most tome} 


Ernst developed his plan after working 
as a serviceman for a Kansas City dis- 
tributor and noting the number of build- 
ers who asked for help in installing built- 
ins and in demonstrating the units to 
home buyers. To Ernst, it soon became 
obvious that the builders were harassed 
by home buyers seeking explicit informa- 
tion on the range which came with the 
new house. 

That’s why, as soon as he went in busi- 
ness for himself, Ernst developed a sell- 
ing package which would appeal to build- 
ers. He arranged with the Hotpoint 
distributor for carload purchase of built- 
in ranges and he pegged his installation 
fee low enough to merely cover costs. As 
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a result, he makes no money on the sale 
of the range itself—but he does reap a 
return on the customers referred to him 
by builders. 

So far eleven builders (who put up 
from one to 40 houses apiece each year 
have accepted Ernst’s proposition and 
about 50 percent of his volume stems 
from this program. In a recent 11-home 
development in which he installed and 
demonstrated ranges, Ernst sold three TV 
sets, one disposer, a dryer and a washer 
within a month after he made the initial 
range demonstration. 

To see exactly how Ernst capitalizes on 
his tie-in with builders, see the pictures 
on the opposite page. 
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Here’s How Ernst Creates 
Business Through Builders 


1. By Selling the Builder. 





It takes personal selling to convince 
builders of the advantages of work- 
ing with Ernst. He emphasizes that 
he will handle problems of delivery, 
installation and demonstration. 


2. By Selling the Customer. 

- > 
Builders send home buyers to Ernst’s 
Antioch Electric Center to choose 
color and model of range. Ernst 
makes real effort to sell customer up 
to at least a medium-priced oven 





equipped with timer. Extra features 
make the homeowner happier with 
the equipment, the builder and the 
dealer, says Ernst. 


3. By Installing and 
Demonstrating. 





lurnst makes no money on this phase 
ot his work but it gets him into hun- 
dreds of homes each year and in 
many cases he quickly sells customer 
on need for some other new appli- 
ance, particularly dryers. 


4. By Selling Service 


Demonstration calls also enable Ernst 













to tell the new resident about his \ 
service department. Until he opened J 
his shop, his prime customer-terri- 
tory had no local service dealer and 
he capitalizes on his availability and 
his rates (which are somewhat lower 
than those for Kansas City firms 
serving his area). 


Do You Really 
Know How To 
Handle Women 


By KEN WARNER 


You don’t understand your customer if you don’t 
realize that: 





e the housewife-turned-customer is under particu- 
lar stress when she comes in your store 


e the housewife’s thinking at that moment is un- 
related to the business at hand 
e there are three kinds of women shoppers and 


each must be treated differently. How do we know 


all this? 


Simply because the Chicago Tribune has under- 
taken an ambitious study to find out what the cus- 


tomer really thinks of you, your products and your 


store. Based on depth interviews with 2002 custom- 
ers, the study fills a 154 page book. From this mass 


of information, ELECTRICAL MERCHANDISING has ex- 
tracted the tips which will help you and your sales- 
men understand—and sell—your customers. 


The housewife-turned-customer is under par- 
ticular strain when she enters your store 


In the ordinary run of family business, the house- 





There Are Three Kinds of Women Shoppers 





=O 


1. The Dependent 
Shopper 


About 70 percent of women are depend- 
ent shoppers. These are the most difficult, 
mostly because they’re the most uncom- 
fortable and they know it 

The dependent shopper is confused by 
wide choices. At the sight of a room-full 
of merchandise, she forgets her original 
plan. She'd like to have everything in 
sight. And she knows this, knows she is 
easily traded up, and resents and fears 
the salesman’s approach. Particularly with 
her husband on hand. 

When a salesman approaches such a 
woman, he is putting her on the spot. In 
other situations, she relies on others’ opin- 
ions, she buys unneeded merchandise, and 
winds up angry with the salespeople. In 


the appliance store, she knows she must 





rely on the salesman sooner or later, but 
before her husband she has to protect her- 
self to retain his respect. She has the feel- 
ing of being trapped. 

This insecurity is expressed in several 
ways: she may feel she is being pressured, 
and may say so; she thinks her husband 
resents being “dragged along” and wor- 
ries about it; she feels he is afraid of her 
gullibility. She avoids any technical dis- 
cussion, and won’t commit herself until 
her husband passes on the mechanical 
suitability of her purchase. If she is 
“talked into’ a purchase, she’ll later re- 
quire frequent maintenance calls—with 
smaller purchases, she simply sends the 
merchandise back. 

How to Sell Her. A salesman is wise 
to talk about her family. The appliance 
should improve the quantity and quality 
of service she gives them. She blames her- 
self for many things, so ease of operation 
and trouble-free performance are impor- 
tant factors to her. Labor-saving is of no 
value to her, since she needs to labor for 
her family. 

The dependent shopper is a damsel in 
distress. Everything is against her: the 
merchandise is confusing, her husband is 
watching, she’s afraid the salesman is go- 
ing to “take” her. Ideally, she’d like to get 
guidance from the salesman unobtru- 
sively, and then enlist him to convince her 
husband. 

The salesman has a real problem. A 
“hard sell’ will just multiply the tensions 
already on hand, and in addition, will vis- 
ibly put the husband on guard. The best 
sell is a change-of-pace, going from a re- 
strained, objective-sounding presentation 
to an enthusiastic approval of her choice. 
This way, the dependent shopper gets an 
appliance she wants, and personal satisfac- 
tion to boot. 
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2. The Independent 
Shopper 


According to the Tribune's data, about 
25 percent of women are “independents.” 
The independent shopper is a complete 
switch from her more numerous sisters. 
She enjoys shopping. She’s sure of what 
she wants. While her husband’s presence, 
and the need for his approval, is some- 
what of a disturbing factor to her, her 
principal apprehension at the salesman’s 
approach is that her husband will buy 
something she doesn’t want. 

The independent shopper wants to be the 
central figure in the selling situation. She 
will resent any overly long technical dis- 
cussion between the men, despite the fact 
that the husband’s recognized “‘mechanical 
ability” gives him the final say on a pur- 
chase. 
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wife acts as purchasing agent for all. Assuming she 
is normally competent, her judgment is rarely ques- 
tioned. But in an appliance purchase, she is invari- 
ably accompanied by her husband—and his mere pres- 
ence makes an appliance purchase different. He generally 
has the final public word. Unlike other purchases, 
where the wife has time to build elaborate justifi- 
cation for money spent, in an appliance store she 
must make her decision right on the spot. And she 
must do this with the possibility that her husband 
might not like her decision. 

Added to this really unusual situation are such 
factors as the normal housewife’s feelings of “‘me- 
chanical inferiority’—one reason for her husband’s 
presence is to “find out about” the mechanical as- 
pect of the purchase—the larger-than-normal 
amount of dollars to be spent, and the “low psycho- 
logical obsolescence” of appliances generally. Appli- 
ances are expected to last a long time, and for a 
woman at the time of sale, this implies she “has to 


live with” her decision for a long time to come. 


The housewife’s thinking is unrelated to the 
business at hand 

The Tribune’s data shows that she puts almost as 
much attention and thought to her opinion of the 
salesman, and to his attitude, as she does to either 
price and value or to her own needs in an appliance. 
She worries too, about her husband’s reactions. 

It is obvious that an appliance dealer can’t just 
“give the lady what she wants.” The wider the range 
of products offered her, the less sure she is. Much of 
her energy is spent trying to escape from the stresses 
of the situation. And the Tribune’s interviewers, 
prove pretty conclusively that the primary target of 
the woman’s concern and confusion was the sales- 
man. It would seem that whether he approaches his 
prospects early or late, whether he talks a great deal 
or very little, whether he is enthusiastic or reserved, 
he’s going to be at fault in the customer’s mind. 
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and Each Must Be Treated Differently 


tegarding features, the independent 
shopper discriminates between features 
she wants and needs, and others that are 
marginal in value. She thinks of costs, 
both as overall price and in terms of value 
received. She is often inclined to be de- 
pendent in area of “taste” and color, but 
takes refuge in a preference for white ap- 
pliances. She likes neat, logical arrange- 
ments of merchandise, and a quiet type of 
salesman. She resents, perhaps vocally, at- 
tempts to “talk her into” anything, but 
appreciates information on overlooked fea- 
tures or options—so much so that some- 
thing undiscovered until shown to her 
might delay a sale until she’s sure again 
of the best buy. 

Independent shoppers are usually busy 
women. They rate automatic features 
highly. They don’t mind a wide selection, 
and careful explanation of the differences, 
but prefer a quick, broad approach to any 
“waste of time” on the smaller details of 
what’s being shown. 

How To Sell Her. A salesman obviously 
must know his product, and his prices. 
Being less uncomfortable than the de- 
pendent type of shopper, she is able to 
make a relatively effective decision. She 
does need assistance, but will help the 
salesman by stating her wishes and con- 
cerns. She will not be bashful about tell- 
ing the salesman whether she is satisfied or 
unsatisfied with his approach. She may re- 
sent a salesman who continues to hover 
around since she likes to browse, and his 
presence may reinforce her husband’s re- 
sistance to browsing. 

The best pitch to the independent shop- 
per is undoubtedly the “labor-saving” an- 
gle, but along with it should go a quietly 
strenuous effort to implant the “better 
value” idea. 
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3. The Individualistic 
Shopper 

This type is much in the minority, but 
is a definite “high end” prospect. Individ- 
ualistic shoppers are mostly upper middle 
class women, whose husbands are profes- 
sional or managerial men. The individual- 
ist is a prime prospect for the new prod- 
uct. She dislikes the commonplace and the 
limitations of style and color in any appli- 
ance line annoy her, in contrast to the 
other two types who are helped by a limited 
choice. 

Appliances with high saturation are or- 
dinary to this shopper. Her real desire is 
for the new and different. She is the kind of 
housewife who is constantly renovating 
her house. Regarding regular purchases of 
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basic appliances, her reactions are much 
like the independent shopper’s, but she has 
high vulnerability to the new product. 
How To Sell Her. The “latest thing” 
approach is effective. “Novelty” and “re- 
cent development” are key action words. 
Prestige has real value to the individ- 
ualists. Appliance variety is limited, rela- 
tive to, say, furniture, and the only way 
to be “individual” is to snap up new 
things. The “tone” of her society makes 
this ‘first with the newest” reputation re 
warding, while her economic position 
makes it possible. She regards it as only 
natural for her to have the best available 
appliances. End 


ABOUT THIS STUDY 


The study on these pages is called 
by its originator, the Chicago Tribune, 
“The Consumer Speaks About Ap 
pliances”. It is a qualitative analysi 
of data obtained in a 1956 home ap 
pliance survey. It has, however, re 
ceived more recent validation and can 
be considered up-to-date despite the 
1956 date of the original survey. 

Material contained was collected by 
a staff of carefully trained investi 
gators and was obtained from the 
heads of 2,002 households. Over 30 
percent of the questionnaires wer 
later rechecked by telephone. 

Insofar as the Chicago consume: 
differs from other consumers, the 
study’s results differ from those that 
might be obtained elsewhere. How 
ever in the opinion of the Tribune's 
researchers the differences in thes« 
aspects would be relatively slight. 
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Four Ways To Draw Traffic 


They’re all different—and at least three of them are just a little 
bit wacky. But each of them has produced good results at mini- 
mum cost for Bob Clifton of Ace TV in Miami 














EVERY 
SAT. NOON 


















A 97 cent sale Designed to pull Satur Traffic stopper Clifton capitalizes on and several businessmen are waiting to buy 
1. day morning traffic, this weekly stunt 2 heavy auto traffic in front of his store it when Clifton gets rid of it. “We have no 
»w begins producing crowds as early as Fri by leaving this “two-headed” auto parked idea how much business it has stimulated but 
ty noon when the line forms for purchase of nearby. Purchased from a hobbyist who had we know we are making people aware of our 
ised set in working condition for only 97 tired of it, the car cost Clifton only $200— store by simply having it,” says Clifton. 
ent The cost to Ace about $35 a week, 


iding the money the firm has in the set 
classified newspaper advertising. Satur 
rnings, once dull, are now about the 


Attention getter The simple idea 

2 of having a toy dog perched on 

a moving power mower produced traf- 
fic and volume in mowers for Ace TV. 




















Store is now discontinuing mowers be 
cause of low-price competition in 
neighborhood but “while we were in 
it this display did a lot to stimulate 
business” says Clifton. 


Free radio time An ex-dise jock 

4. ey, Clifton sold a local station on 
letting him run an hour-long music 
how five days a week. The station 
. A likes the free talent and Clifton gets 
dt what amounts to free advertising plu 

occasional commissions from othe 
ponsors. He prefers radio to news 
paper advertising because he feels that 
the only kind of newspaper ad which 
pulls traffic today is the price ad and 
Ace TV doesn’t want to build its sales 


appe al on price alone. 
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“every young “anybody can “you get more 
mother joves an.. “you get more done”’ wash anything” out of an... 











‘everything everybody 
comes clean finds more 





...In human situations are 
telling your prospects WHY 


Re) Whirlpool spruces 


are their best buy’ 
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. « « ona straight sale 


Selling price 


on a sale involving a trade 


Selling price 
Difference between (b) and (c) 


Blue Book value of trade-in 


Here’s one of the simplest formulas we’ve ever seen for paying salesmen 
. « « you simply split the profit with your salesman 


Here’s How the Split Profit System Works .. . 


Brand X automatic washer list price 


Base price (see text) 


Difference between selling price and base price 












Salesman gets half of (d) or... 


Brand X refrigerator list price 


Base price (see text) 


Salesman gets half of (d) plus half of (e) or .. . 





$299.95 (a) 
196.65 (b) 
238.00 (c) 
41.35 (d) 


20.70 


$499.95 (a) 
359.59 (b) 
398.00 (c) 

38.41 (d) 

30.00 (e) 


34.20 








Would It Work For You? 


FONHIS salesman compensation plan 


might not work for everyone. But it 

has worked for one dealer in the 

midwest—and his problem may be similat 

to yours. Here’s how he happened to dis- 
cover his system: 

A while back, this lowa dealer—we’]] 

call him Al Al Johnson 


lem. He had just taken over a second store 


had a prob 


in another town, and while he would spend 
plenty of time there, he couldn’t be there 
all the time. He needed a self-controlling 
ystem for his new store 

Stated very simply, Al now splits his 
profits on sales 50-50 with his sales force. 
Half of everything the salesman gets over 
. base price is his. And, of course, the 
base price is a break-even point for the 
store. In practice, in a very competitive 
market, Al’s boys get between six and 
seven percent of the gross sale. 

Are there any problems with the sys- 
tem? Virtually the only stumbling block 
is the trade-in. Al solves this by using the 
NARDA Blue Book on every trade. The 
salesman and Al split 50-50 on the Blue 
Book value as well as on the margin over 
base price which the salesman is able to 






make on the new appliance. 

Does the system work? Well, in two 
vears, there has been just one sale that 
could be called unprofitable. This hap- 
pened when a man sold a deluxe freezer, 
figuring from a stripped model, base price. 
The store got $2 and so did the man, once 
the deal was over. 

On the average deal, Al’s men allow 
what they must to close the sale. On tight 
and tough ones—usually for promotional 
models that carry a high base—they may 
openly check the Blue Book, even show 
the customer the value. But regardless of 
the trade-in value the customer thinks 
he’s getting, the salesman gets Blue Book 
credit, and when the unit is a junker, 
that’s what he gets; when it’s a top item, 
he makes more money. Washers are taken 
in at little value since conventionals need 
rebuilding and most automatics are ready 
for the junkman. 

Two factors make this trade-in system 
work: (1) Blue Book values are realistic; 

2) Al has a good market for used appli- 
ances and TV. 

The operating “bible” in the system is 
the pocket-sized price book. Working from 
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this and the Blue Book, a man just has to 
be able to add 2 and 2, and come up with 
1 most of the time. Prices right now carry 
a 15 per cent add-on to the laid-in price 
of the merchandise—that covers all of 
Al’s costs except sales compensation. 

Using this system, Al’s men can skip 
from list-priced hi-fi to promotional TV 
items and average-priced white goods with 
nary a quiver. All they need is the price 
book, the model number and ordinary 
salesman’s savvy. The ordinary course of 
business teaches them what they can get 
for each model. 

The system also furnishes a long-term 
incentive for the salesmen. Beginners on 
Al’s sales floor can be given books with 
slightly boosted base prices; when they 
prove out, their bases come down. As a 
man gets better and better his base prices 
can be lowered—he’ll still get the same, 
or even better prices, and he’ll make more 
money, and the store makes out, too. 

It doesn’t seem possible, but everybody’s 
happy. How happy? Well, Al’s salesmen 
are all $8,000 to $9,000 a year happy— 
and Al himself nets that much for each 
one of them, before taxes. End 
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Why anybody can wash anything in an RCA WHIRLPOOL 


Because this washer is self-setting. 
It automatically changes its action to 
suit your wash—gives every fabric, 
even wash 'n’ wears, just-right care. 
Automatically selects warmer or 
colder wash water. Built-in lint filter 
screens out lint, even on partial loads. 
Automatically agitates faster or 
slower ae selects correct washing 
time. Exclusive Surgilator* agitator 
gets clothes cleaner without harsh 
scrubbing action *Tmk 
Automatically tailors rinsing to the 


fabric— gives you the right number of 


rinses, the right type and temperature. 
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Appearing 
Reader > Digest 
Better Homes & Gardens 


Gr od H 
ASERECDING 


Automatically changes spinning speed 
to suit the fabric. No deep-set 
wrinkles. Quick drying, easy ironing 

6 Automatically (and economically) the 
Suds-Mliser® saves filtered suds water 
for another big 10-pound load. 


See your RCA WHIRLPOOL dealer for a a i ! 
demonstration of the new Mark 12 self- self setting! 


setting washer and matching dryer. Many 
new models, 24 or 29 inches wide, in colors 
or white porcelain enamel. You can own 
a matching RCA WHIRLPOOL washer 
and dryer for as little as $3.08 a week, 
after down payment or trade-in. Take up 
to 3 years to pay. 


all your prospects in 

NATIONAL MEDIA.. 

another reason you hve ——- 
more to tell, more to sell | / 
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Conditioner H 


But Airvel Engineers in New York City will SELL you a 


unit after they’ve made a thorough survey of your needs. This 
conservative approach is the reason for the firm’s growing volume 
in both room and central air conditioners 


cre... 



























By JOHN A. RICHARDS 


omer can walk into the show 

rooms of Airvel Air Conditioning 

4 Engineers and sa ‘l want a l-hp 

iir conditioning window unit to take home 
ith me 

He can ask. But that doesn’t mean he'll 

get it from the air conditioning specialist 


doing busine at 0 West th Street, 


New York ( 
he won't get it without going through 


ty. Nine chances out of ten, 


vhat some dealers might consider red tape. 
Airvel, however, regards these obstacles 
as ound mers handising 


Only One System 

“The only way to sell air conditioners,” 
says co-owner Joseph Osnos, “is by selling 
a customer what he needs—something that 
will stay sold.” 

That’s why the Airvel customer who 
wants to take a unit directly home will be 
subjected to a scientific selling job. Before 
he’s. through this customer will know he’s 
been exposed to an organization special 
izing all year in the sale of air condition 
ers—a firm with six engineers, plus three 
sales-engineers who concentrate on selling 
room units between February and Septem- 
her, and with as many as seven two-man 
crews doing servicing and installation on 
window units. It’s a firm which also puts 


nine trucks on the road to service the 





rreater metropolitan New York area 
For every air conditioner sale at Airvel, 

virtually mandatory. No sale 

an be consummated without one. Som 


irvey 1S 


iles are never made because of one. 
“Sometimes,” says co-owner Osnos 
ve'd rather lose a sale than sell a cus 
tomer a unit we know will not fulfill the 


requirements of a room he intends to aii 


condition ws 


Total Selling 
Airvel's 
actly how many room units they sell in a 


principals are not saying ex 


vear. But three years ago they had passed 
the 1,500 mark, and that represented from 
third to half of total business. 

What keeps customers coming to them 
is the fact that the firm is eye deep in air 
conditioning. Its engineers have installed 
air conditioning in whole buildings like 
Abercrombie & Fitch, the Automobile 
Club of New York, the Hotel Westbury, 
Empire City Savings Bank, and others 

More than that, the same _ specialty 
technique which goes into big systems is 
applied to the room unit field. It reflects in 
the high ratio of surveys to sales—95 per- 
cent of the cases, unless a customer is re- 
placing a unit. It is also reflected in the 
use of its four showrooms, two usually 
equipped with popular makes pre-season, 
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Casual shopper who expected to “drop 
in and pick out” an air conditioner at 
Airvel in New York City quickly learns 
that it’s not that simple. Salesman 
James Merlis explains why line power 
must be measured and why survey 
should be made for each installation. 
Only after these preliminaries have 
heen completed will Airvel sell a unit. 


Store’s emphasis on service is lu 

trated in its winter storage program 

Each year some 300 units are com 
pletely winterized and stored (at $50 
apiece) while regular storage for 100 
units is handled at $30 per unit. In ad- 
dition, some 2000 units are serviced in 
the window and left there at a charg: 


of $10.50. 





} + 


all four during the seasonal rush. Its serv- 
ice approach further bears out the sper 


approat h 


Quick Service 

Pre-season, a customer can have next 
day installation, sooner sometimes. Dur- 
ing heavy order periods, a two to three 
day delay would be maximum. But Airvel 
does not cut corners in selling service and 
installation. Normal installations run $35, 
carry manufacturer waranties and a one 
year service guarantee, while service 
charges are specialist charges—$8.50 for 
the first hour, with special traveling times 
and parts figured in extra. Even on unit 
sales Airvel does far better than dealers 
who succumb to low gross dollars. While 
some dealers stoop as low as $10 to $15 
gross on unit sales, Airvel keeps its mini- 
mum take much higher, and still is able to 
remain competitive. 

“When you're selling service, says 
Osnos, “people will put out those extra 
dollars.” 

Obviously, Airvel goes all out in its 
room air conditioning program. Offering 
a specialized service, this firm leaves 
room for dabbling. It’s a straight-line pro- 
gram—-sell the customer the appropriate 
room unit for his needs, then keep him 
happy with a well-serviced unit Find 
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Why you get more out of an RCA WHIRLPOOL 


] Because this refrigerator-freezer quick- at true zero-degree level. Giant 15.4 cubi 
chills drinks, desserts, meats. New Jet foot capacity in refmgerator and freezet It’s quick-chilling! 
5 * > “h- > . 72 ‘ , 
Cold* shelf channels cold directly to door 5 Exclusive “all-around” magnetic doot 
shelves, to the meat chest, to the bushel | 
















gaskets eliminate door latch —seal tightly 
sized crispers, to all fresh food areas. *Tm make doors much easier to open and Clos« 
? Exclusive Activated-Cold Air Punfying N 
System keeps all foods fresher, longer 6 t} 
Automatic defrosting, too 


o coils on the back—stands flat against 

the wall. flush with your cabinets. Looks 

built-in even when it isn't 

3 Exclusive IceMagic” automatically 
replaces every ice cube you use. (Available 
on several models; automatic ice ejector 
trays on Imperial FI-15B shown here 


4 Huge illuminated freezer holds 163 pounds 


See all the beautiful new RCA WHIRLPOOL! 
refrigerators, in pink, yellow and white, at 
your dealer's soon. As low as $1.73 a week 
after down payment or trade-in then take 
up to 3 years to pay 
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Back door selling isn’t the exclusive 
province of a few distributors—a Sunny- 
vale, Cal., dealer tried it as a special 
birthday promotion and with one sales- 






man sold 15 major appliances between 6 
ind 10 P.M. on each of three nights. 













































BIRTHDAY MAILING: 


anniversary of Del Ray 


On the second 
Appliances, 
owner Rick Linneweh mailed a letter to 
each customer of record—skipping only 
those who'd a major appliance 
within six months. That meant that about 
150 families were invited to take part in 


bought 


and Loan 
Birmingham, Ala., 
ered that even the weather has promo- 


Jefferson Federal Savings 


Association, discov- 
tional value. The gimmick is one that ap- 
pliance dealers could easily adapt to any 
eason of the year. 


HERE’S HOW IT 
“The Sizzler,” 


WORKS: Called 
the promotion as used by 
the Association required participants to 
guess the day and time between mid-June 
and September 1 when the temperature 


INCENTIVE ACTIVITY: For 


The 
clothes 
laundry equipment sales incentive activ- 


American woman’s passion for 


was the pivot of a successful 
ity developed by Bill Sharpe of Sharpe’s 


Appliance Stores, Atlanta, Ga. 


SPIFFS WITH A SWITCH: Sharpe set 


up his own spiffs, but with a switch. The 


money went, not to his salesmen, but to 


ELECTRICAL MERCHANDISING wants 
to hear about the IDEAS that you’ve used 
to advantage in your merchandising ef- 
fort. Is there a promotional gimmick that’s 
pulled in more than the usual amount of 
traffic? Has a unique advertisement gath- 





PROMOTION: “Private Back Door Sale’’ 


biggest “Private Back Door 
Letters pointed up the fact that 
this was definitely a private sale and 
that only ticket holders (sent with the 
letter) would be admitted. Copy included 
in the letter indicated that, “the store will 
ve open from 6 P.M. to 10 P.M. and the 
mly entrance will be the back door.” 


the city’s 
Sale.” 


AFTER HOURS: Following the store’s 
normal closing time on the three nights 
of the promotion Linneweh and staff 
locked the front doors and covered the 
front window with paper to close off all 


PROMOTION: Guess the Temperature Gimmick 


indicator outside one of Jefferson Feder- 
al’s offices would hit 100°. The weather 
bureau cooperated by offering the bank 
copies of its records for the entire period. 

Prizes of $300., $100., and _ lesser 
amounts were doubled if the winners 
turned out to have a Jefferson savings ac- 
‘ount. Newspaper, radio and TV were 
used in a heavy schedule, and entries 
totalled over 9,000. 


IT COULD WORK FOR YOU: For the 


Your Salesmen’s Wives 


. in the form of a $2.50 
clothing certificate, from a local dress 
shop, for each washer or dryer sold. Quite 
naturally the hard-selling husbands were 
urged on to bigger and better efforts by 
their spouses during the course of the 
campaign. And Sharpe kept 
store managers aware of the activity too. 
To the wife of the store manager whose 


their wives. . 


six-week 


ered in the sales for you? What about the 
contests you’ve run in the course of the 
which helped sweeten the 
picture? The editors want to know about 
them. And just to make it worthwhile for 
you to drop us a line and tell us about it, 


year sales 


MAY, 


merchandising 


No matter what you're selling, it’s the IDEA that counts 





view from the main street. Then all price 
tags were changed to read, 
price $—. Private Sale Price $—. Special 
prices quoted were well within a range 
which left Del Ray Appliances with a 
satisfactory profit. 
owner Linneweh the promotion worked 
for longer than three nights. For many 
weeks thereafter customers turned up 
who mentioned receiving the invitation 
but not taking advantage of it. That 
meant that the mailing had left the im- 
pression on prospects that had been an- 
ticipated. 


“Regular 


And, according to 
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appliance dealer there are any number 
of applications and product tie-ins to 
such a promotion. Time of high tempera- 
ture in any pre-determined summer pe- 
riod could be one, with a tie-in of air 
conditioners, freezers or fans. Time of 


low temperature in winter could boost 
portable heaters or TV. Inches of rainfall 


or minutes of sunshine in any week or 


month could be the basis of your store’s 
promotion built around dryers or combi- 
nations. 


‘Se 2 eee Re RO RR OR KR RRO SCS RS ROR SSCS SCRE SSS SSS SSS SS SC SSS SSS SS SS SSS SS SSSSSSS SSF SSB S 


salesmen managed to achieve the largest 
percentage of quota went a $50. gift cer- 
tificate. 


THE PAY-OFF: Sharpe indicates that 
results were excellent. Sales leaped in all 
three stores of the chain. Several of the 
wives accumulated certificates worth 
$50., one hit a $75., jackpot. 


Electrical Merchandising will pay $15. for 
each idea which makes its appearance on 
this page. 

Address your letter to Managing Editor, 
Electrical Merchandising, 330 West 42nd 
St., New York 36, N. Y. 
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WASHER DAYER . 




















Why every young mother loves an RCA WHIRLPOOL 


i Because this combination washer-dryer Built-in water heater automatically makes 
washes clothes spotlessly, rises clothes sure you have all the hot water you need 
three times in filtered water, dries fluffer for a sparkling clean wash. 
) t. 1] 1) rT) "ary 
all automatically, all in one apphance ] So versatile! You can wash and dry 10 
2 It’s space-saving. On achine, ily 33 pounds at once— or just wash, or just dry 
inches wide, does the work of two Four wash temperatures, five drying tem Washes, rinses, dries... 


peratures to suit any fabric perfectly, even 
wash 'n’ wears. Choose a gas or clectric 
model, in colors or white 


all by itself! 





1 sprays water through clothes, 
half 


ther combinations 


3 Amazing Filter-Stream* washing and rins 
ng actior 
Saves { 


the soap and water used by 








See America’s fastest selling washer-dryer at 
4 Special cycle just for wash 'n’ wears— saves your RCA WHIRLPOOL dealer's now. You 
f T T n y { 1 








nouUrsS can own one for as little as $2.95 a week 
5 Built-in lint filter works full-time — screens after down payment or trade-in...take up to 
vut lint, fuzz and soap scum *Tmk three years to pay 
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all your prospects in 
NATIONAL MEDIA... 
another reason you have 
more to tell, more to sell 














Better Homes & Ga 


Good Housekeeping, °"* 
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He Sells ““By the 


Dealer Rosy Glenn of Delta., Colo., created a series of six scrap- 
books to help customers with decorating ideas. The book on kitch- 
ens Was so successful that it boosted Glenn’s appliance volume by 


$20,000 in two years 


SERIES of “Home Planning Service 
Books” which he created himself 
have been instrumental in building 


volume for Rosy Glenn, operator of Glenn 
Furniture and Hardware Co. in Delta, 
Colo. One of the books, devoted to kitchen 
planning, was responsible for a $10,000 
increase in appliance volume in each of the 
first two years it was in use. 

For five years Glenn has been winning 
national contests sponsored by appliance 
manufacturers despite the fact that he is 
located in a small western Colorado com- 
munity of less than 15,000 population. His 
sales in all departments have been phenom- 
enal, largely because he has been able to 
attract appliance customers from long dis- 
tances around a four-county trading area. 

Glenn thinks that one secret to his suc- 
cess lies in his “Home Planning Service” 
books which are simply loose leaf collec- 
tions of photographs, clippings, plans, 
instructions, etc., selected specifically for 
help in decorating living rooms, bedrooms, 
rooms, kitchens, bathrooms, and 
“special rooms.” Done up in 12 x 14 inch 
artboard folders, and 
entirely in Glenn’s 


dining 


heavy turned out 


own $1,000-print shop, 
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these have become so popular, that in five 
years, Glenn has been forced to quadruple 
the number of books in every category to 
be sure that he has them ready to hand 
out to interested homeowners. 

The Colorado dealer hit on this idea 
when he noted that many of his customers, 
in both the furniture and the appliance 
divisions of his big store, were asking for 
help with various decorative aspects. 


Filling a Book 


To provide the material within the 
planning books, Glenn subscribers to 
home magazines, shoots color pictures 
himself of his own installations, religious- 
ly clips newspapers, popular magazines, 
periodicals, etc. Whenever he finds a re- 
production of a color photograph, a floor 
plan, or anything which he feels is help- 
ful to his customers in a magazine, he 
unhesitatingly buys extra copies to make 
sure that the same material is included in 
the five to ten folder copies which he 
keeps in stock. Expenses to thus provide 
the “reading matter” run from $20 to $30 
per month, an amount which Glenn cheer- 
fully puts up in the conviction that the 


MAY, 





books are his “best silent salesman.” 
Where kitchens are concerned, loaning 
the plan book out over a single weekend 


has resulted in: the sale of as much as 
$1,500 worth of colored free-standing ap- 
pliances instead of the traditional white 
the homeowner might also ordinarily have 
bought; profitable kitchen remodeling 
contracts with Glenn drawing up the 
plans, hiring the sub-contractors, doing 
the job on one flat price, etc. One ranch 
owner, bringing his wife in to buy a new 
refrigerator, was invited to take the kitch- 
en planning book home for consideration, 
and decided on an expensive line-up of 
built-ins and a complete kitchen remodel- 
ing job, instead of the purchase of a new 
refrigerator. 

When Glenn found that the color photo- 
graphs which make up some of the pages 
in the books carried far and away the most 
solid impact on his prospect, he went out 
and bought a 35mm color camera, a tripod, 
and began “shooting his own.” Although 
he doesn’t make colored prints, he uses 
the transparencies in an electrically oper- 
ated plastic viewer to supplement the 
Home Planning Service book. End 
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NEW 12 GU.FT. REFRIGERATOR 

















Summer-winter cold control 
provides more convenience. Sim- 
ply set the dial to increase cold 
air flow into refrigerator section 
during hot summer months or to 
decrease it during winter. 


6) Whinkpoot us 


RCA WHIRLPOOL .. 
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New flush-hinge door gives it 
a built-in look. The new thin door 
swings open within the cabinet 
width enabling refrigerator to be 
placed anywhere 
flush to wall or flush to cabinets. 


. in a corner, 
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7 the full story ~~ 


products of WHIRLPOOL CORPORATION St. Joseph, Michigan — 


a mt "2 2s os 


Automatic Washers & Dryers @ Washer-Dryer Sunbiuis @ Refrigerators @ Dielatiiie @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ onditioners @ V 


Join up!... it s easier to sell RCA WHIRLPOOL than we umes it! 


America's first family of home appliances 















features 
exclusive 

‘million magnet” 

door 


(eeessss%%) 





Put this traffic-building “12” to work for you; it has every 
thing ... the bigapacity . . . the low price and new 
features that really bring ’em in! Take a look . .. exclusive 
new door has a “million magnets’ sealed in the Vinyl 
s big with 
over 10 cu. ft. of fresh food storage plus 77 Ibs. of frozen 


gasket to form a complete seal, a tighter seal; 1 


food storage capacity; there’s a full-width porcelain enam 
eled crisper and a big convenience door; plus many other 
features that give you more to tell, more to sell with new 
RCA WHIRLPOOL refrigerator 





on the year’s most profitable event! 


RCA WHIRLPOOL 


“SH SHOW ER of BARGAINS’, ”~ Ay 
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CENTENNIAL 
Stuleline | 





























LIFETIME BEAUTY 














































LIFETIME PERFORMANCE 


Proudest performers of all time, Enterprise Ranges 

of our Centennial Line are designed and 
manufactured with one hundred years of scien- 
tific know-how and dependability behind them. 


To celebrate our 100th anniversary, we have gone all out 


to build the finest ranges of all time. 


Get EnterpuAe. for Profit. 


No down payment. * Generous advertising allowance. 


*Free floor plan. 


Free mat books. 





PHILLIPS & BUTTORFF CORPORATION 


Nashville, Tennessee 100 Enterprising Years 


emt ~POWER MOWERS 


centration and specialty selling 
to the power mower. That leaves 
the appliance distributor. For 
that reason there’s growing rea- 
son to suspect that the industry 
will do more to cultivate the ap- 
pliance trade from now on. 

Chief reason the manufacturer 
feels that he needs the appliance 
retailer is, of course, the fact 
that here is a type of outlet con- 
ditioned to step-up. Appliance 
dealers know how to sell the add- 
on. With accessories a big factor 
in industry thinking, this knack 
for follow-up selling is impor- 
tant. 

Actually, a lot of appliance 
dealers are already selling mow- 
ers. Among 889 retailers re- 
sponding to a recent ELECTRICAL 
MERCHANDISING survey 38.14 
percent were selling power mow- 
ers and 2.47 percent were active- 
ly considering entering the busi- 
ness. 

Why aren't more dealers sell- 
ing mowers? There’s no definite 
answer to that. The heavy price- 
cutting which has marred the 
mower industry’s merchandising 
efforts in the past two or three 
years has undoubtedly  dis- 
couraged some appliance dealers. 
The prevalence of off brand mow- 
ers as loss leaders is also proba- 
bly a discouraging factor. 

But mower men are agreed 
that one of the biggest obstacles 
to the appliance man’s way of 
thinking is the question of pro- 
viding good service. The mower 
industry feels that too much has 
been made of the service angle. 
Indications are that there are 
some 8,000 service units around 
the country. These include serv- 
icing dealers, servicing distribu- 
tors, with the major service 
group the AEA (Automotive 
Electrical Association). The lat- 
ter are dealers who are fran- 
chised to do service on contract. 
With these 8000 service agencies 
available, industry spokesmen 
maintain that appliance dealers 
have no reason to fear the serv- 
ice problem. 

The industry would like to see 
itself set, as appliances and TV 
are set, with franchised distribu- 
tion obtaining a high percentage 
of the market for leading mower 
brands. In effect this might mean 
that many of the off brands would 
be eliminated. That’s something 
else many name brand manufac- 
turers would like to see. But 
there are obstacles in the way of 





STORY STARTS ON PAGE 78 


any swift completion of such an 
idea. 

First is the fact that the mow- 
er’s discount structure falls 
somewhat short of supporting 
two-step appliance distribution. 
The classic pattern for appli- 
ances is 50 percent off (35 per- 
cent margin to the dealer, 15 to 
the distributor). Mowers on the 
other hand usually reach the dis- 
tributor level at 40 percent off. 
They come to the dealer level at 
25 percent off. 

Another fundamental block in 
the eyes of the appliance distrib- 
utor is in the matter of co-op ad- 
vertising offered on mowers. 
Some of the larger manufactur- 
ers go 50-50 with the distributor 
building a co-op fund. But the of- 
fering is only a dollar a unit, and 
that’s pretty much the limit. 


The Industry Has Its Problems 
At the moment the biggest 
thorn in the side of the industry 
is the continuing influx of pro- 
motionally priced mowers. Sold 
chiefly in department stores, dis- 
count houses and other volume 
retail outlets these are merchan- 
dised on a price-only basis. The 
Lawn Mower Institute estimates 
some 200 companies in the field 
during 1958. Fifty of these, plus 
Sears and Montgomery Ward ac- 
counted for 85 percent of the in- 
dustry’s volume. That left 150 
turning out mowers on a specu- 
lative basis, some of them loft 
operators or mere assemblers of 
parts. How is the problem being 
met? One of the best known 
manufacturers points up the 
fact that as mowers become in- 
creasingly complex in the manu- 
facturing stage (he’s speaking 
of rider types) more fringe oper- 
ators will drop away. Still an- 
other points to the old adage, 
“once bitten, twice shy” as his 
reason for thinking the promo- 
tionally priced mower will even- 
tually fall of its own weight. As 
Louis C. Vandertill, vice presi- 
dent, consumer sales, for Motor 
Wheel Corporation states the 
case, “First time buyers com- 
prise a tremendous market for 
the promotion type mower being 
sold on price alone. But the retail 
customer buying his second, 
third, or fourth mower, generally 
can be easily sold-up into the 
higher bracket mowers.” 

Three year’s ago a NARDA re- 
gional meeting in Milwaukee was 
told that the mower industry was 

Continued on page 80 
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Full-size, 2-speed, 
2-CYCLE WASHER 


Versatile, all-fabric washer. NORMAL cycle for 
regulars and GENTLE cycle for delicates and sheers. 


Full-time Lint Filter is built-in, out of way. 

Dramatic, fully-illuminated, high-console control panel. 
5-temp, automatic wash-rinse dial, including COLD. 
Surgilator* agitator action gets clothes cleaner. 
Exclusive money-saving Suds-Miser®, optional. 


Automatic, infinite water-level control. 





Giant capacity; washes full 10-Ib. load of clothes. 


*Tmk 


Don't miss out! Call your RCA WHIRLPOOL distributor and get the full profitable story! ..... 


RCA WHIRLPOOL... America’s first family of home appliances ... 


Automatic Washers & Dryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleaners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Model FA-60 



















Full-size, 2-cycle, 
WRINKLE-FREE DRYER 


e NORMAL cycle plus WASH 'N WEAR cycle dry all fabrics 
better . . . miracle fabrics wrinkle-free ... even AIR fluff. 


e Infinite-heat selection with five marked settings. 
e Exclusive Tempered-Heat drying, no hot spots. 


Dramatic, fully-illuminated, high-console control panel. 


Built-in ultra-violet lamp helps sanitize clothes. 


Built-in lint screen traps lint and fuzz. 


Interior is floodlighted when dryer door is opened. 


Giant capacity; dries full 20-Ib. load of wet clothes. 
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products of WHIRLPOOL CORPORATION St. Joseph, Michigan J 


~) 


PAGE 69 





WILL HELP WIN SALES 


The long life and dependability of Lamb Electric 


Motors 


has been proven in many 


applications during the past 41 years. 




























































thousand 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 


Lamb Electric motored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY * 


KENT, 


OHIO 


A Division of American Machine and Metals, Inc 





Weight-saving 
motor for 
home appliances 


2 mb Electric 


reactionar norserower MOTORS 


Li 


In Canada: Lamb Electric—Division of 
Sangamo Company Ltd.—Leaside, Ontario 


Motor parts 
for household 
appliances. 


-E- & 
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Turbine for 
canister-type 
vacuum cleaner. 








Saving Money on Service 


Over 140 students found out how at NARDA’S 






second annual school of Service Management held at 





NARDA’s second annual 
School of Service Management 
has apparently scored as big a 
hit as did the original. 

Over 140 students from 30 
states spent three days on the 
downtown of North- 
in Chicago 
prying ideas from 24 industry 
speakers. When it was over the 
students were enthusiastic about 


campus 
western University 


almost every aspect of the course 

with the possible exception of 
the food at the Lawson “Y” 
where they were quartered. And 
most of them had a wide variety 
of ideas they were going to try 
out when they got home. 

Here’s a sampling of what they 
told ELECTRICAL MERCHANDISING 
editor Ken Warner they liked 
most about this year’s school: 

Frank Pieratt, Pieratt’s, Inc., 
Lexington, Ky. (Chairman of the 
School): 

“Seems like I never go to one 
of these things without picking 
up something new. This time it 
was about collections. Ran into 
a fellow who has his own dum- 
my collection agency. All it 
costs him is rent on a post office 
box and some letterheads. He 
that using letter- 
heads before calling in a real 
collection agency has saved him 
some money. I believe it, too, 
with an agency getting half of 
whatever it collects. So—I’m go- 
ing to try it.” 


says these 








Chicago’s Northwestern University 











Elton Ewing, service mana- 
ger, Hopkins-Smith, Inc., Ft. 
Lauderdale, Fla.: 

“Both my boss and myself are 
going home with bigger and bet- 
ter ideas about the importance 
of service in our business. We’re 
also taking home some specific 
ways to impress our customers, 
figuring that reinforcing a good 
impression is bound to pay off 
in more sales.” 

E. A. Sagebiel, 
Inc., Seguin, Texas: 

“Without looking at my notes, 
all I can say is that I’m more 
convinced of the importance of 
service for future sales than I 
ever was. I’m surer than ever 
that we service today in order 
to sell tomorrow.” 

Tony D’ Angelo and Sid Reis- 
berg, Central Television Serv- 
ice, Chicago, IIL: 

D’Angelo: “I’m going to take a 
second look at the two-way ra- 
dio system. We looked into it be- 
fore, but it cost too much. Here 
I found a dealer with a $20 per 
month per car cost.” 

Reisberg: “I’ve found it can 
be done—one-man installations 
of lightweight air conditioners. 
So I’m going to design the tools 
for the job. This will cut the ob- 
vious cost of one man, give us 
more crews, and probably we’ll 
find that the one man installs as 
many or more than the team of 
two did.” 


Sagebiel’s, 


Continued on page TA 











YOU'RE KIDDING—HE'S NOT REALLY THE NEW MANAGER? 
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SILENT OPERATION 





ICEMAGIC™ 10-YEAR GUARANTEE 


No more trays to fill or spill . . . no These new RCA WHIRLPOOL gas refrigera- It’s the strongest guarantee in the in- 
fuss or bother! Ice cubes are made auto- tors are so quiet and vibration-free you dustry ...a “decade of dependability’. 
matically as they are needed and de- can’t even hear a hum. It’s a feature This 10-year warranty on the gas refrig- 
posited in a handy storage bin, ready every prospect wants and now you can eration unit assures quality and trouble- 
for instant use. sell it to them. free operation. 


It’s your big opportunity... potent with 
profits...to sell an exclusive product! 


NOW is the time to cash in and get your share of this fast-growing, profitable 
gas refrigerator market. Imagine .. . you'll have an exclusive product with 
powerful sales features unmatched by any other make. In addition to the 
above exclusives, they have constant cold for ideal food preservation, glide- 
out shelves, tilt-out butter and egg compartments, plus no moving parts 
that means far less service and more customer satisfaction. Also, you'll 
benefit from dominant, big-budget national and local advertising campaigns. 
Call your RCA WHIRLPOOL distributor for full details. 


Get the full story on the year’s X 
most profitable event! RCA WHIRLPOOL ye 
\y . 
~ 


“SHOWER OF BARGAINS” ‘ 


‘ \ Ne 
Re) Whirlpool GAS REFRIGERATORS 


RCA WHIRLPOOL... America's first family of gas appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


VW eu ft. model 





Avtomatic Washers & Dryers e Washer-Dryer Combination as Refrigerators Ranges - Built-in Ovens & Surface | 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Sell more dehumidifiers - 
Sell Honeywell 
Automatic Controls 





SIMPLE INSTALLATION 


Just Plug It In 


AUTOMATIC OPERATION 


Set It. . . Forget It 


RETAIL “\V Pe 
PRICE 
ONLY Q 


This Honeywell automatic control gives your dehumidifiers 
more al appeal than ever before Just show your customers 
how they can ‘‘set it...and forget it."’ The automatic control 
operation keeps the area at the humidity desired, thus 
eliminating wasteful operation 

The Honeywell dehumidifier control just plugs in, making 
a potential customer out of every family —even those who 
already own dehumidifiers 

Most of the leading manufacturers of dehumidifiers offer 
models with a built-in Honeywell dehumidifier control. Be 
sure to specify these models when ordering. And while you're 
at it, order a stock of Honeywell plug-in dehumidifier controls 
to add sales appeal to those manually controlled dehumidifiers 
now on your floor 

For complete information about the new, automatic 
Honeywell dehumidifier control, telephone your nearest 
Honeywell office. Or write: Minneapolis-Honeywell, Dept. 
E.M-5-60, Minneapolis 8, Minnesota 
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Honeywell 
(A) Fite tw Coated 
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New ry witha 


FINANCE PLAN DESIGNED FOR VOLUME SALES 


LEAD THEM IN WITH THE LOW-PRICED 9EBS11 
Advertise these dollar-stretching features to bring re- 
Hotpoint makes step-up selling easier for you three important ways. . . 

. . frigerator prospects into your store: 


¢ First, with features and pricing planned for profitable step-up volume. Full-width 49 Ib. cap. freezer © 17 th. cap. chillertreszer 


¢ Second, with GECC financing that lets you sell the deluxe 12 cu. ft. Extra deep door shelves « Spacious tall bottle zone « Every- 
model at the same low monthly payment as the 11 cu. ft. leader model. thing removes for cleaning * Offset door hinges 
¢ Third, with left and right doors so you can show 3 models at once. SELL THEM UP WITH EXTRA SHELF SPACE, 
So advertise the 9EBS11 to bring in traffic. Close more sales on the 9EB11 a a TT ae a ve 

; Point out the additional shelf space ... full-width 24 


and 9EB12 by stressing the extra convenience and storage space your ; 
bushel crisper, as deep in back as in front... butter 


bin with serving dish. Then steer prospects over and. 


* 

7 TITOURN \@ IP r | \\" CLOSE MORE SALES WITH THE 12.3 CU. FT. CAP 
DREAM IN I( HIN 1)\) » | 1 )\ ()| ()\ AND 20.4 SQ. FT. SHELF AREA OF THE 9EB812 
backed by Hotpoint National Consumer Advertising Watch eyes light up when extra capacity is added to th 

in LIFE, April 6; AMERICAN HOME, May; , 7 full package of Hotpoint quality features —all for the 


o> \ FP Se ae * i 
y ; ‘ POST, May 16. + same low monthly payment as the 9EBS11. A sol 
Zz clincher to make your step-up efforts pay off big 
WEN { We 
CONTACT YOUR HOTPOINT DISTRIBUTOR NOW FOR FULL DETAILS 


prospects can get for just a few more months at the same low payment. 












LOOK FOR THAT DIFFERENCE! (Your Customers do!) 







A Division of General Electric Company, Chicago 44, /ilinois 


ELECTRIC RANGES - REFRIGERATORS * AUTOMATIC WASHERS ° CLOTHES DRYERS * CUSTOMLINE 
DISHWASHERS DISPOSALLS* WATER HEATERS * FOOD FREEZERS «- AIR CONDITIONERS 
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when itfeatures... 


py |! WRINGERS 






As every salesman knows, many prospects have definite reasons for wanting a wringer 
washer. Some, because wringer washers get even the dirtiest clothes rea//y ciean. Others 
want dependability, speed and savings in soap and water. 

With such prospects, dealers find wringer washers easier and more profitable to sell... 
with no trade-ins and no service headaches. And Jet's face it! The distinguishing 
liffere ce betwe $6, ; yer’ ashe ‘ 1< , he vashi ~h; iS ( rry 
lifference between a ‘‘wringer’’ washer and any other washing machine is the wringer 
itself. So, you make more money when you promote those washers that feature the 


best known, best liked and best performing wringers .. . LOVELL PRESSURE 


CLEANSING WRINGERS. 





© “Wringing"’ a dollar bill and folded rug ® Sell Safety. A touch of the bar releases roll 
together shows how Lovell’s balanced pres pressure on standard models. Deluxe model 
sure gets ALL clothes cleaner and drier 77 responds to an instinctive ‘‘pull-back.”’ 


Pressure cleansers have been the main line at Lovell’s for more than 75 years. Their 


superior engineering, quality construction and solid sales features have made them the 





number one choice of leading washing machine manufacturers. — es 


There’s profit and good will to be gained from the sale of You'll find Lovell Pressure 
Cleansers on such famous 
manufacturers’ brands as 
feature the lines that feature Lovell. For now more than ever ®BARTON ® BLACKSTONE 
®DEXTER @EASY ®MONARCH 


wringer washers. But you'll get your full share only when you 


before, the wringer makes a significant difference. 
- @®ONE MINUTE ®PHILCO 
And Lovell Pressure Cleansers are the best known, ®WOMAN’‘S FRIEND @ ZENITH 


1h) best liked wringers sacs 


PRESSURE CLEANSING WRINGER 


Lovell Manufacturing Company .:- Erie, Pa. 











Service School 


STORY STARTS ON PAGE 70 


Ed Dearman, Sharpe’s Appli- 
ances, Atlanta, Georgia: 

“Here’s a dandy idea I picked 
up: If you fill out a warranty 
service call ticket just like a 
regular service call, with prices 
and everything, and then mark it 
‘no charge’ right in front of the 
customer, you make a lot of 
friends who ordinarily figure it 
doesn’t cost you anything to 
make a warranty call. And then, 
when the question of service 
prices comes up after warranty, 
those ‘no charge’ tickets in the 
customer’s file come in very 
handy in settling complaints.” 

Dwayne Metcalf, service man- 
ager, Brinton Electric Co., Salt 
Lake City, Utah: 

“Picking one good idea out of 
all these is too tough. I do know 
that I’ll be using some new ap- 
proaches in customer relations, 
in actual servicing techniques, 
and in running a crew. Right 
now, the big thing in my mind 
is the eagerness to help out ev- 
erybody here shows. With such 
high-priced help around, you 
can almost be enthusiastic 
about your problems.” 

Maurice Rubsam, TV service 
manager, Rickbeil’s, Worthing- 
ton, Minn.: 

“Ways and means, that’s what 
I got. My main interest right 
now is productivity, and I’ve 
picked up specific ways to get 
more jobs per man per day. 
Mostly, these are scheduling 
and programming ideas, but 
there are some technical time- 
savers in my notes, too.” 

Mike Karels, partner, Burns 
and Carmichael, Seattle, Wash.: 

“Customer relations’ pro- 
grams will be the first ones I'l] 
put to use from here. When I 
get back to Seattle, I’m going to 
revamp our telephone handling, 
jack up our personal appearance 
policy, and insure that our cus- 
tomers are treated courteously by 
all our employees from the time 
they enter the store.” 

Nick Augeres, service man- 
ager, Poole Electric Co., Seattle, 
Wash.: 

“T’ve got the basis for an in- 
centive plan that will work in 
our business, with a little fixing. 
Aside from its direct benefits in 
productivity, I think I’ll be able 
to set up a program that will re- 
ward our long-time employees in 
proportion to their service. I 
may even get this in the works 
this vear.” End 








MODERN, EFFICIENT MAIN 
OFFICES of Sachse Electric 
Company, Baton Rouge 









M. B. SACHSE, President, 
Sachse Electric Company 


THIS NATIONAL ACCOUNTING MACHINE handles three times 
the work volume without extra employees or overtime 


“Our Calional System 
saves us ‘6,400 a year... 


pays for itself every 11 months!’ —sachse Electric Company, Baton Rouge, La 


“Our National System quickly proved its superi- 
ority over our previous accounting methods,” 
writes M. B. Sachse, President of Sachse Electric 
Company. “As soon as we installed a National, 
we found it saved the work of one person and 
eliminated overtime previously required for our 
hand-posting methods, a total savings of over 
$530 a month. 

“Now, with increased business, and one less 
employee, we are handling three times more ac- 
counting work than was done prior to installation 
of our National System! 

“Tn addition, we are getting accurate and com- 


plete information about our business in a much 
neater and more legible manner. All our records 
are always up-to-date, providing us with infor- 
mation at the time it is needed. 

“Naturally, we are pleased with our National 
System. It is one of the best investments any 
business could make. Our experience proved this 


very quickly.” 


President, 
Sachse Electric Company 


THE NATIONAL CASH REGISTER COMPANY, bDayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


ELECTRICAL MERCHANDISING—MAY, 


1959 


Your business, too, can benefit from the 
increased efficiency and economy made 
possthle by a National System. Nation 
als pay for themselves quickly through 
savings, then continue 


to return a regular ger 
vearly profit. And Na ofaionnt ¥ 
tional’s world-wide / . 
service organization YEARS 
will protect this profit 1959 
"TRADE MARK REG. U.S. PAT. OFF 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ncR PAPER (No CarBon Reauired) 
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WESTINGHOUSE ON THE MOVE 
WITH TWO SPRINGTIME SALES 





I=) 











ON 
THE 


MOVE 



















































Automatic 
Coffee Maker 
sale! 


Perks up your sales from now till June 30th! 


I K a itures 

@ Make > to lf ips of delicious coffee 

@e Chrome finish on solid brass 

eA itic brew control 

@e Automatic— keeps coffee hot for hours 

e Exclusive non-clog pump 

I et | nal material available for this event — banner, 


play card, ad mat, and specification sheet. 


lie this special offer to the big Automatic Coffee Maker Promo- 
on the April 13 Westinghouse Lucille Ball-Desi Arnaz Show. 
The new Automatic Spoutless Coffee Maker will be shown to 44 


viewers on the entire CBS-TV network 


\ 


















\ 3% 
\ & 








Special Cost: $15.95, sell for $29.95, make 46.8% profit! 
2 Special Cost: $15.94, sell for $24.95, make 36% profit! 

> Extra special deal—ask your distributor about the special 36 

or more unit direct shipment package. 








WESTINGHOUSE 











Now $10.47 
Now $14.95 


Special saving 48 or more—ask your distributor for details 


Dealers price regularly $13.47 


Retail price regularly $19.95 











Fe 


Fry Pan sale! 


You save $3... your customers save $5 
on this popular Automatic Fry Pan. 





Look at all these selling features: 

e Square shape with square element for spread-even heat 

e Accurate thermostat to ‘“‘watch’’ cooking 

e Handy Cooking Guide gives correct cooking temperatures 

e Coppertone cover slightly extra 

Offer good only till June 30th so stock up for profits now! 
We'll provide you with all the help to make the promotion a 
success — banner, display card, ad mat and specification sheet. 





you CAN BE SURE...1F os Westi nghouse 
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trace” Blackstone 
WASH-AND-WEAR AUTOMATIC 
that: Washes 0b she wisher’/ amg 


ae f ‘So a We pas chad . aE iy. ea i ja 2 ei ed 
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ONLY BLACKSTONE 
has these three outstanding features to help you sell! 
Locked-In Wash-and- Precise Water Super Selectivity! 


Wear Cycle Temperature Control 3 Automatic Cycles with 
provides the precise washing conditions is assured by a thermostatically con- 9 Push Button Settings 
recommended by makers of Wash-and-Wear trolled water valve, not available in : : 
fabrics. This locked-in cycle can make no many washers. Fabric makers have The Regular, Delicate and Wash-and-Wear cycles 


are fully automatic. Yet, in the Regular and Del- 
icate cycles, maximum selectivity is provided with 
settings for hot, warm or cold wash water; warm 
or cold rinse water and normal or slow wash, 
rinse and spin speeds. Actually, Blackstone offers 
49 different ways to wash... “wash as she 
wishes” . . , simply . . . automatically. 


mistake — water temperature, agitator and found this accurate, 100° wash water 
spin speeds are fixed — yet it has built-in temperature essential for best results 
flexibility. Any operation can be skipped, on Wash-and-Wear fabrics. 

repeated, shortened or lengthened. 

























The Blackstone Wash -amad- Wear Pair 


All-fabric automatic washer WAA 60 is available with exclusive stainless 
steel or white Epon enamel top and porcelain tub. The stunning com- 
panion is the all-new gas or electric Wash-and-Wear Dryer DGA 60 or 
Cc] DEA 60. Special Wash-and-Wear heat control and cycle maintains safe, 
low-temperature heat for ideal wrinkle-free drying. New, low-heat, high- 
velocity air principle dries fast and fluffy like a soft summer breeze, 










STEP AHEAD WITH 


Blackstone 


AMERICA’S OLDEST WASHER MANUFACTURER 
SINCE 1874 


Dealerships available. Write Blackstone Corp., Jamestown, New York 
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Be a giant step ahead of competition 





SELL THE FIRST ROOM 





Ihe profits ereal 


and the selline’s easy 


with these tabulous new 
Chrvsler Air Conditioners 


Biggest sales-building idea in room cooling since the electric fan... and 
its exclusively for Chrysler dealers. Only Chrysler units with Climate-Minder* 
automatically, constantly balance temperature and humidity. They actually think 


for themselves to bring perfect climate ... no matter how humid it is outside. 


There's a model for every market. Where customers want maximum cooling in 
minimum space, there's the new Chrysler Royal Slender. For the South, and any 
place where huge capacity is needed, there’s the Chrysler Royal High Power. And 


for the custom look at an economy price, the new Chrysler Royal Built-In. 


They're all beautifully designed Iy Cliryslers master stylists. And packed 
with features that sell: Vent and exhaust fan, Super-quiet night-cooling control. 


Dual filters. Plus special design for fast, easy installation by you or your customers. 


Phe dealer who sells Chrysler “Room Air Conditioners that Think” this summer 
will hank plenty of profit this fall. Want to earn your share? Contact your local 
Chrysler Airtemp Distributor, Or write: Airtemp Division, Chrysler Corporation, 
Dept. P-59, Dayton 1, Ohio. 


*Climate-Minder is standard on all Chrysler Slender, Built-In, and High Power 230 V. Royal 
Models. The versatile Chrysler line for °59 also includes Custom models of the Slender, Built-In, 
and High Power, plus the exelusive Casement and Built-In series. 


78 MAY, 














rHE CHRYSLER SLENDER 





RIGHT: THE CHRYSLER SLENDER. All new— 
inside and out. Fits any conventional window with- 
out unsightly overhang. Delivers up to 19,000 BTU. 


LOWER RIGHT: THE CHRYSLER HIGH POWER. 
More than twice the capacity of the largest thin unit 

.. up to 21,000 BTU. Yet it actually takes less 
window space. 


BELOW: THE CHRYSLER BUILT-IN, Provides the 
custom look . .. at an economy price. Designed for 
easy, slip-in installation. Up to 10,999 BTU. 
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AIR CONDITIONER 
THAT THINKS! 
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means business—BIG business for you in 1959 


i 


Sell Chry sler Airtemp Air Conditioning... 
and this 4-Point Program backs you up 


1. New National Advertising! Color pages in national consumer magazines 


sell your prospects the Chrysler Airtemp story. 


2. New Co-op Fund! Stretches the value of your local advertising dollars 


Covers everything from ads to direct mail. 


3. New Incentive Program! l’rovides an opportunity for additional reward 


for volume selling. Includes trips to Paris and Rome. 


4. New Lower Prices! Averaging 15°) lower than last year. Give dealer 


the best chance ever to cash in on a $480,000,000 market, 







»>HRYSLER 


AIRTEMP 
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Power Mowers 


STORY STARTS ON PAGE 51 





ell the line that 
outsells all others 


wir» DISCOUNTING! 





trying to do things that would 
cause the appliance distributor 
to look with more favor on the 
whole mower problem. The in- *% : 
dustry is still trying, but is fight- 
ing the promotional situation in 
its own industry so hard that 
plans have been slow in imple- 
mentation. 

But there are indications that 
adjustments are being made. 
Larger advertising and sales pro- 


a 


















motional budgets by many com- 
by Northern, is a top quality product priced to meet competi- ei ; A - \ ‘ad 
yanies were an indication 1s 
tion without cutting liberal profit margins. Here is truly an exceptional pz aoa ioe ; ‘ 
year. An¢ eres an increasing 
electric blanket vaiue. This is the key to the amazing sales success of = ’ 


awareness that trade-ins and 
service are an important facet of 
mower merchandising. Lawn- 
Boy, for example, has introduced 
what they call F.A.R.M. (Fac- 
tory Authorized Reconditioned 
Mower Program). What that 
means is simply this. The mower 
dealer does the following: (1) 
signs an agreement with a fac- 
tory authorized service dealer 
who agrees to recondition Lawn- 
Boy mowers that are traded-in; 
(2) delivers mower to be recon- 
ditioned to the service dealer; 
(3) reconditioned mower is re- 
turned with a 60-day written 
warranty. The mower is provid- 
ed with a special “Factory Au- 
thorized Reconditioned Mower’ 
plate. But the real meat of the 
F.A.R.M. plan lies in its last con- 
dition. When the dealer sells the 
reconditioned mower it becomes 
the servicing dealer’s responsi- 
bility for the warranty period of 
60-days. All this, of course is 
what the appliance dealer has 
been anxious to see come about. 

Robert Graves, president of 
Toro’s eastern distributor setup 
sees it this simply, “the appli- 
ance dealer is becoming a more 
and more important segment of 
our operation. With the contin- 
uing trend to suburban outlets 
there is every reason to suppose 
that this will continue to be the 
case in the future.” End 


Crestwood Dealers and Distributors from coast to coast! 





FULLY aUTOma 
Tic 
ELECTRIC BLANKET 





®tecr 
ric 
PLAnNKEeT 












FULLY Awe 
“icctate Reaaes 


AVAILABLE ONLY THROUGH YOUR DISTRIBUTOR 








WELL OVER 3,000,000 


Novicn | 


BUILT BLANKETS NOW IN USE! 5224 North Kedzie Avenue «+ Chicago 25, Illinois 





FIRST CHOICE 
OF 
HOMEMAKERS 
EVERYWHERE 





BY EVERY COMPARISON 
ROPER 


GOLD STAR 
GAS RANGES ~—~— 














IN PERFORMANCE... 


Hib 


IN CONVENIENCE... 


Tirbt 
IN QUALITY... 
ROPER GIVES YOU MORE 
SALES-APPEALING = esta 
FEATURES TO OFFER CO)" 


The combination of Gold Star standards and 

















BACKED BY A 
$30,000,000 
INDUSTRY-WIDE 
ADVERTISING 
NOC) VANN, 


traditional Roper quality makes it easy for you 






to “sell up” to higher profits. Roper supports 






its Gold Star gas ranges with a comprehensive 






advertising program that ties in perfectly with 
A.G.A.’s $30,000,000 promotion. You can use 
both to make 1959 a record appliance year. 


Ask about a money-making Roper franchise. GEO. D. ROPER SALES CORP. 


A subsidiary of Geo. D. Roper Corporation 
KANKAKEE, ILLINOIS 











WRITE DEPT. EM 
FOR COMPLETE INFORMATION 
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P 81% © 


over Ist quarter 1958 


50% over all time high! 


SYLVANIA 
Radio Sales 


| Mow! Mijhs/ 


Sylvania Radio sales prove that 
Smart Set Slimline styling has 
captured the market’s imagination. 





In performance, too, Sylvania 
gy -~ eure leads the way with the most 


advanced automated chassis, 
—— backed by a long record of 
experience and know-how. 


It’s not too late to get in on 
record sales. Feature Sylvania 





and discover the key to easy 





THE NIGHT ‘ 
LIGHTER radio sales. 


Sales growth is another reason why 
it pays to be a Sylvania Dealer 


v SYLVANIA 


Subsidiary of 
GENERAL TELEPHONE & ELECTRONICS 





news AT A GLANCE 


The National Electrical Manufacturers Association’s room 
air conditioner section has announced the industry’s first all-out 
promotional program. The 13-company section will open its pro- 
motional push immediately, highlighting the campaign with a 
“Beat the Heat Week” starting May 17. The promotion is keyed 
to creating more air conditioner business than the industry has 
ever experienced in any given year. Member companies include: 
Admiral, Chrysler Airtemp, Amana, Philco, McGraw-Edison, Fed- 
ders, Frigidaire, General Electric, Hotpoint, |. W. Air Conditioning 
Corp., Kelvinator, Westinghouse and Whirlpool. Under the “Beat 
the Heat” banner, all of the companies, individually, will adver- 
tise and publicize a common theme, working together for the 
first time towards a common sales objective. NEMA plans to pro- 
vide the necessary supplementary information and news material 
to back up the total industry effort. 


Earnings of the Fedders Corporation for its fiscal first half 
ended February, 1959, were 33.8 percent above those of the 
corresponding period for a year earlier. The increased earnings 
were achieved despite a 5 percent decline in overall sales. The 
company has announced plans for its 1959 sales incentive pro- 
gram with approximately 1,000 dealers and their wives to be air- 
lifted to Italy and 3,800 to Mexico. Company spokesmen believe 
the trip to Italy will represent the largest commercial trans-At- 
lantic movement ever staged. 


“Giftime’—second of U. S. Steel’s Steelmark Newspaper Serv- 
ices produced in cooperation with the American Newspaper 
Publisher’s Association’s “Total Selling” program is being mailed 
to editors of daily papers. Steelmark’s “Giftime” service offers 
suggested complete ads plus news feature stories and pictures, 
for the four major May-June gift occasions, Mother's Day, wed- 
dings and bridal showers, graduations and Father’s Day. Among 
the items covered are appliances, TV and sewing machines. 


Webcor, Inc., has announced that tape recorder sales were 52 
percent ahead of last year for the first three months of 1959. 
In addition, company spokesmen announced that sales were 
actually 31 percent more for the period than during the peak 
selling months of October, November and December, 1958. 


Net income of Skil Corporation increased to $1,309,903 in 
1958 from $1,192,892 in 1957, an increase of approximately 10 
percent. Net sales for the period amounted to $19,053,792, the 
highest level in the company’s 34-year history, surpassing the 
previous year’s record volume by 2.4 percent. 


The Norge division of Borg-Warner Corporation has announced 
a new national home appliance training center featuring small 
group instruction. Spokesmen for the company announced that 
the new center would serve three servicemen groups simultan- 
eously, up to 400 individuals a month. Complete programs lead- 
ing to the earning of diplomas will be scheduled with 87 Norge 
distributors and thousands of appliance dealers nationally. 


The Tappan Company has announced an extensive plant ex- 
pansion based on current production needs. Production capacity 
will be increased at the firm’s Mansfield plant by 30 percent and 
at the Murray Manufacturing Co., in Murray, Ky., by 50 percent. 
Cost of the immediate program is $1,700,000 and is scheduled 
for completion at the end of 1959. 


Admiral Corporation reports consolidated net sales in 1958 
of $170,177,126 compared with $172,663,167 in the previous 
year. Affecting earning to the extent of $905,782 was the oper- 
ating loss incurred by the plastics division, discontinued in 1958. 
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The most emphatic way to spell success is S-a-l-e-s! And this 

year it’s emphatic—Sylvania is the success line. Bold new The TV that created a new style 
. oe pace, years ahead of the field and 

styling backed by bold merchandising are the big reasons is setting a new pace in sales and 


that, for alert dealers, the switch is to Sylvania. poe. 


Get your share of profits from the nation’s fastest growing 
TV line. Feature TV’s two biggest sales sensations, the start- 


~ 
The duale AE 
TV’s most popular combination 
lingly new Sylouette and the dynamic new Dualette. Call your portable and table model. Fastest 


selling portable in Sylvania’s his- 
tory and tops in performance. 


STOCK SYLVANIA NOW! yy SYLV. AN i A 
Get in on the Dealership that gives you 


Subsidiary of Cae 


pace-setting leadership GENERAL TELEPHONE & ELECTRONICS 


Sylvania distributor today! 


Sa» 
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WE'RE WORKING OVERTIME 
TO MEET 
OVERWHELMING sem. 
DEMAND! 










| [z= = ma 
STEELMAN 


truly portable - 2-speed - all transistor 
battery operated TAPE RECORDER 


Dealers are striking it rich with TRANSITAPE! Wherever 
it’s shown it sells on sight... and sound. TRANSITAPE was 
engineered to meet the widespread need for a profes- 


sional, quality, tape recorder that’s truly portable... 
and popularly priced. It’s a miracle of miniaturization, 
and it’s bringing miraculous extra business to dealers 
coast to coast. Check into TRANSITAPE...it’s your best bet 
for immediate plus profits. Call your distributor today! 


In its own leather case, cab aie eae cee $1995° 
CHECK THESE “‘NEVER BEFORE” FEATURES! 
TRULY PORTABLE—uses standard mercury penlight cells 
FULLY TRANSISTORIZED—7 transistors, 2 germanium diodes 
2 STANDARD SPEEDS—3%% and 1% 
OVER AN HOUR OF RECORDING on one ree! 
LIGHTWEIGHT — under 6'% ibs. (less batt.) 
PRECISION MADE —jeweled and oilite bearings require no lubrication. 
ILLUMINATED INDICATORS—for overload and battery life 
BUILT IN, 4” ALNICO V, P.M. SPEAKER 
COMPACT—only 612" x 2%" x 9%" high 








NATIONALLY ADVERTISED IN FORTUNE, NEW YORKER, N. Y. TIMES MAGAZINE, 
AND IN NEWSPAPERS ACROSS THE NATION! PUBLICIZED COAST TO COAST! 








‘en ~ an 7 eae ae ae 
oat en « @ La | mr, 
‘ é e 4 | 1 ~~ 
Y AN ) N } | he 
f 4 by fh | Ni > 
aa S | AF 
7 | Py | 4a» 
fies A \ re 
J = sat stinainnsicianintiinats asieceneiimeaiaiiios 
At meetings—a silent secretary For family fun On location—gets the facts 


STEELMAN PHONOGRAPH & RADIO CO., INC., 2-30 Anderson Avenue, Mt. Vernon, N.Y. 


Division of Herold Radio & Electronics Corp. ¢ In Canada, mfrd. by Electrohome. Kitchener, Ontario 
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A Florida sales bonanza has been awarded the Norge Div. of Borg- 
Warner Corp., by Clair-Mel Builders, Inc., Tampa. Clair-Mel president, 
Mel J. Larson, left talks over contract with Norge president Judson 
S. Sayre, at housing site, above. Norge will eventually produce ap- 
pliances for 4,200 homes in the development, while the York division 
of the corporation supplies residential air conditioning. 


Applications are being accepted for enrollment in the third an- 
nual Training School for Kitchen Specialists, to be held in Chi- 
cago June 7-13 under the sponsorship of the National Insti- 
tute of Wood Kitchen Cabinets. An accelerated 6-day 
program of practical training in kitchen planning, perspective 
drawing, kitchen selling and related courses will be offered. Con- 
ducting classes will be experts from leading magazines, special- 
ists from factory, distributor and dealer organizations and a uni- 
versity authority on selling principles. Applications for enrollment 
should be addressed to the National Institute of Wood Kitchen 
Cabinets, 75 E. Wacker Drive, Chicago 1, Ill. Tuition for the 
course is $65. per person. 


Motorola’s fourth quarter sales of $79,261,667 exceeded the 
$60,338,156 fourth quarter of 1957 by 31 percent and estab- 
lished a new record high. Company officers predict an increase 
of 10 percent in the company’s 1959 sales volume. 


Westinghouse Electric Corporation has announced plans 
for the erection of a giant new supply depot for appliances and 
television to serve the eastern United States. The 400,000 square 
foot building is to be erected to the east of the present Westing- 
house major appliance plant in Columbus, Ohio. It is expected 
that the new warehouse will reduce by one third the time re- 
quired to deliver appliances to the corporation’s dealers. Com- 
pletion is expected late in 1959. 





A two-month “Bell Ringer” campaign on home laundry equipment has 
been launched by Kelvinator. Walter Jeffrey, vice president and gen- 
eral manager (second from right) explained details to the entire field 
organization via a nationwide telephone hookup as W. E. Saylor, 
director of advertising; J. M. Tenney, assistant general sales manager, 
and W. L. Hullsiek, merchandising manager await their turn to report. 
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STEELMARK PROGRAM 
United States Steel 
Pittsburgh 30, Pa. 


m 
= 





FREE 
| SELLING 
KIT! 


| | | hE +4 cara 
The smartest gifts "4 


Please send my FREE STEELMARK Display Kit. | would like to put 


these U. S. Steel selling aids to work for me. 


Name__ 


Firm 


Address _ 


City State 


Type of Store 


UE En cl RN Ia RN 


“ 


} 

7 | a 
your work fie ) , =. | = 
Brightens ee our wonderful sele 
your leisure oF 36 


Widens 
your world 






















| STEELMARK displays help you sell more gifts 


Mother’s Day, Father’s Day, June weddings, graduations—they’re 
all coming up and they all mean extra merchandising opportunities 
for you. Make the most of the midyear gift season with STEEL- 
MARK displays. They put you at the payoff point of a major 


national promotion. Send for your 


PROMOTED IN LIFE, SATURDAY EVENING POST, 


U. S. STEEL HOUR, ARTHUR GODFREY TIME. free tie-i nM kit today ! 










Gifts of steel are getting the big push in Life Your free STEELMARK Tie-in Display Kit—including easy-to-assem 
(32,000,000 readers), The Saturday Evening Post ble mobile, window/wall banner, tags and labels, “How to Sell” booklet 
(21,000,000 readers), the U. S. Steel Hour and Sales Plan Folder—is ready for you now. Use the coupon provided 
(22,000,000 viewers) and on Arthur Godfrey Time to order yours today. And contact your local newspapers for ready-to 
(2,200,000 viewers). Hundreds of thousands of use ad mats that let you incorporate the STEELMARK in your own 
consumers in your shopping area are being told local “gifts of steel” advertising. 


that gifts of steel are their smartest buy—smart in 


style, smart in value—and that the STEELMARK 

identifies products of steel. They'll be looking for (iss) United States Steel 
the STEELMARK when they shop in your store 

Make sure it shows. HADEMARS 
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es up to '/2 hour 


moving each appliance 


CATERPILLAR STEP GLIDE 


Endless rubber belts glide heavy loads 


ever stairs without marring 


YEATS semi-fitted covers are 
made of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes 
and sizes—Write 


SEND postcard for full information 
en ovr complete line TODAY! 


YEATS Medel Me. 7 
Height 59” 
Weight 36 Ibs. 


end second 
story delivery problems. Curved cross 
members on frame fit rounded appliances 


YEATS “Suerlact” COVERS & P 









e ranges 

e refrigerators 
e water tanks 

e washers, etc. 


Yeats tough, yet featherweight, alu- 
minum alloy frame is felt padded in 
front — has smooth runners in back 
that allow handlers to ease the 
heaviest loads over truck tailgates. 
Patented strap ratchet grips appli- 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 
loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 
time on every appliance delivery. 
You'll find a YEATS dolly more than 
pays for itself! See your dealer or 
write direct! 


oer 
SEES 





Refrigerator Cover 


appliance dolly : 


2127 N. 12th Sr. 


sales company 
MILWAUKEE 5, WISCONSIN 


Profit Partner 














...fOor window air conditioners 





Paragon's Model ACI Timer 
makes comfort automatic 


As the temperature soar 30 Will 
the sales of Paragon's Model ACI 
Timer This ce mpact, ea to-set 
control is pecially designed for 
window air conditioner It as 
sures automatic comfort round 
the-clock cuts operating cost 


extends unit life. Just plug it 
into electrical outlet set it and 
forget it 

The Model ACI come com 
plete with 5-ft.. 3-wire cord with 
right angle grounding plug and 
3-wire grounded receptacle. Avail 


able for 120 v or 208-240 v units 


For further details, write Paragon 


TIME IS MONEY — 





This housewives’ delight 
ends messy hand-defrosting 





PARAGON'S ‘‘de-frost-it"’ 
makes most electric refrigera- 
tors self-defrosting. And it's 
easy to use just plug it in 
set it, forget it Fingertip 
control permits easy setting 
for any defrost period 

Offered in two models to 
meet every wall outlet location 
requirement 











CONTROL /T WITH PARAGON 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET 


TWO RIVERS, WISCONSIN 








R. L. BRINTNALL 





J. S. BELDON 





F. E. PURCELL 








IN THE NEWS 


Whirlpool Corporation—A new merchan- 
dising division has been created by the 
RCA Whirlpool appliance sales depart- 
ment. Ranges, will now have divisional 
status under the supervision of Robert L. 
Brintnall. Brintnall was most recently 
product manager for the kitchen division. 


Radio Corp. of America—Jack S. Beldon 
has been elected to the newly created post 
of vice president and general manager, 
home instruments. Beldon was formerly 
marketing manager of General Electric's 
radio and television department in Syra- 
cuse, N. Y. 


Carrier Corporation—Frank E. Purcell 
has been named sales manager for pack- 
aged equipment for the unitary equip- 
ment division. Purcell had been sales 
manager of the national buyer depart- 
ment at Carrier. 


Arvin Industries, Inc—Theodore Jones 
has been appointed assistant advertising 
and sales promotion manager. Jones was 
most recently sales promotion manager of 
the firm’s houseware's division. 








General Electric’s appliances and cabinets served as models for the 
Structo kitchen-laundry toys first shown at recent New York toy fair. 
J. H. Goss, G.E. vice president, left; F. J. Silvestri, manager of 


builder and modern 


kitchen sales; and D. M. Whiting, dealer sales 


manager of metropolitan New York distribution, are pictured dis- 
cussing the merchandising possibilities of the new toys. 


MAY, 1959—ELECTRICAL MERCHANDISING 





Newly appointed Thomas A. Edison distributors were on the receiving 
end of the shipment pictured above. Coolerator division executives on 
hand to speed shipment on its way included, M. F. Beisber, president, 


left; H. . 


Buehring, sales manager, center; and W. G. Kronauge, 


vice president in charge of sales. 








1. L. GRIFFIN 





E. A. NORMAN 








R. P. EDWARDS 


General Electric Co.—I. L. Griffin has 
been named marketing manager for the 
firm’s television receiver department. 
Griffin was formerly sales planning mana- 
ger of the range department in Louisville, 
Kentucky. 


Gas Appliance Manufacturers Associa- 
tion—Edward A. Norman has been elect- 
ed president of the Gas Appliance Manu- 
facturer’s Association. Norman is presi- 
dent of Norman Products Co., Columbus, 
Ohio. 


Symphonic Radio and Electronic Corp. 
Stanley Winter has been named to the 
newly created position of assistant adver- 
tising and sales promotion manager. 


Markel Electric Products, Inc.—Richard 
C. Piper has been named vice president in 
charge of sales. Piper had recently held 
the title of sales manager. 


Westclox—R. P. Edwards has been named 
manager of advertising for the Westclox 
division of General Time Corp. 


King-Seeley Corp.—Richard M. Wamsley 
has been named sales manager of K-Ap- 
pliances, Queen Products Div., King-See- 
ley Corp. 
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PORTABLE REFRIGERATION 
Serves the NEW market with 


UNITS 


Also Available 
For Gas Operation 








OUTSIDE DIMENSIONS: 
262” high, 20/2” wide 
2134” deep 


OUTSIDE DIMENSIONS: 
36” high, 225%” wide 
212” deep 


D>  —_— 
Trauna SPOT ager 


BIGGEST YEAR! 


Advance orders from every corner of the nation have already given 
1959 the biggest portable spot refrigeration sales potential to date. 
Dealers are calling immediate attention — Distributors are solidifying 
their position — And now Astral comes to complete the profit picture 
with another model — bigger — and with extra sales plus. 


Guaranteed Silent Forever! 
MIRACLE COOLING UNIT 
6, 12, 24, 32, 110, 220 volts 


dual voltage — giving 
any combination of 
any low voltage with 
110 volts or 220 


BACKED BY 
National Advertising 


MASS CONSUMER HOME SALES 
DOCTORS AND DENTISTS 














ARCHITECTS 
BOATING ENTHUSIASTS ¢ DC or AC any cycle 
FURNITURE MANUFACTURERS “a 
HOSPITALS ASL) 
HOTELS AND INSTITUTIONS Noi 
POULTRY RAISERS 
VETERINARIANS Available nT) 
MOTELS 


TRAILER MANUFACTURERS ; Peosistantl 
TRAILER OWNERS Chip 
OUTDOORSMEN 

TRAILER COURTS 





SPACE SPIN 
HEATER 


DOOR TOASTER HAIR IRON 
CHIMES 


MEP LOCO LEE 












all-transigior portable _ 


Revolutionary new chassis and audio s 









pull in far-distant stations, and extra tone for outstanding distox 





Premium-rated hand-wired chassis with 
8 transistors, 1 diode provide... 


1 TIMES MORE TIMES MORE 
SENSITIVITY AUDIBLE POWER 
to get more stations with tuned RF stage than needed for normal room listening, 
without distortion, from new audio circuit. 
1 O TIMES MORE 
SELECTIVITY 5O HOURS OF 
PLAYING TIME 


to reject unwanted signals with 3-gang 
tuning condenser. on inexpensive flashlight batteries. 
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‘itself by 






in the Air! 











wd 
< 
4 


FAR OUT ON THE LAKE 
















Performs virtually static-free 
in offices and apartments 


— where interference normally 
4” Golden Voice* Exclusive Sealed-Off The Handle’s 






prohibits operation of AC/DC 
aker Batter i A Rotating A ‘ : 
Speake tery Section g Antenna plug-in type radios. 
Alnico 5 permanent mag- Preventsdamagetochas- Double-size ferrite rod 
net speaker. Earphone sis through leakage, per- pulls in the weakest sig- .. sea E.R AR Sam earece ere, 
jack for private listening. mits easy loading. nals loud and clear. 


Call your Motorola distributor paued 


“ 


AN) MOTOROLA 
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VFIDENCE 


[BRAND 
NAMES 


SATISFACTION / 









Visit this editorial office 


You probably have seen other editorial ofhices. 


Did they look anything like this? And vet this is one of 


the most important editorial offices in America—a section of 


the block long (good Housekeeping Institute. 
In the foreground, a home economist ts about to begin 
tests on a washer. Beyond her, two staff members are check- 


ing recipes. Other experts are thoughtfully exploring new 


editorial ideas that will stimulate our 12.350.000 readers. 


All very calm—and convineing. 


E spec tally if you sel] food. or appliances, or soap, or 





Good Housekeeping 





PHOTOGRAPHED IN THE GOOD HOUSEKEEPING INSTITUTE 


household supplies, or a score of other products. None of our 
editors wears a funny hat, or sequins (except after hours! ). 
All of them are authorities in their fields, dedicated to the 
simple proposition that Good Housekeeping is. Must continue 
to be, the Number One magazine for women in America today. 

Because of their skill and devotion, 40.930,.000* women 
are influenced by the Guaranty Seal that is our written pledge. 
If you would like a fresh approach on selling your product, 
we suggest you visit with these editors, soon. 


* Crossley, S-D Surveys, Inc. 





1 OR 4 REFY; 
Ka + IND oF > 
* Guaranteed by ~ 
Good Housekeeping 
+ RS 


‘\ 
TAS apyenriseD TH 










A HEARST MA AZINE 


Creates a Climate of Confidence for Your Advertising 
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Tappan electronic range 


Tappan Electronic 
Range 


1959 
features a browning unit in oven; 


Tappan’s electronic range 


hermetically sealed, self-contained 
cooling system; resembles the 1959 
line of conventional built-in ovens; 
control panel has blue overlay be- 
hind dials; vent screen in control 
panel has been eliminated as a re- 
sult of the new 


cooling system; 


range door handle is_ slant-grip 


type; butterfly knobs turn the con- 
trols on the instrument panel; a 35 
min. timer with a wide-range, 5- 
min. interval timer for easy setting 
of short cooking times, replaces the 
21-min. timer; 4 piece stainless 
attached to 


oven front allows for maximum re- 


steel oven door seal 
tention of microwave energy; new- 
ly designed shelf tray is shaped to 
catch spil-overs. Tappan Co., Mans- 
field, O. 





Admiral freezer No. 21H75 


Admiral Freezer 
and Range 


Admiral announces a Silver An- 
niversary chest freezer No. 21H15, 


302. 


und a low-priced range No. 


The freezer has as large a capac- 
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ity as the biggest freezer in Ad- 
miral’s regular 1959 line; features 
include 700 lbs. storage capacity; 
quick-freeze compartment; frozen 
foods storage compartment; built- 
in door lock; counter-balanced 
self-sealing safety lid; 

basket; 


removable 


frozen storage loading 


shelf; wide range freezing control; 
with 


slimline-styled built-in look. 





Admiral range No. 302 


The 30-in. range features “island 


control” panel; automatic timer 
clock; single-dial oven temperature 
control; four 7-heat unit controls; 
divided recessed top for extra 
work space. Admiral Corp., 3800 


W. Cortland St., Chicago 47, Ill. 





Armstrong No. 5900 cabinet ironer 


Armstrong Ironers 


New line of 1959 automatic iron- 


ers is announced by Armstrong: 
cabinet model 5900; portable No. 
5910 with stand No. 592; and a 
‘Bilt-In” model. 

Finished in 2-coats of white 


enamel; both cabinet and portable 
on stand have casters; rolls are 21- 


in. long; 5% in. 


ends open; hand or elbow 


1959 





diam., with both 


oper- 


ANNA A. NOONE Editor 


model has knee 
switch for easy starting and stop- 
ping; both hands are free to guide 
laundry; thermostat permits § ad- 
justing to any heat from zero to 
480 degs.; chrome plated shoe; ful- 


ated; cabinet 


ly enclosed driving mechanism en- 
closed in roll; self lubricated mo- 
tor. 

Portable No. 5910 is available 
stand No. 592, or may be 
built-in with No. 593 “Bild-in” 
mounting brackets; occupies cabi- 
net space of 10 x 10 x 27 in. high. 


with 


ironer can be folded down for easy 


storage. Armstrong Products Corp., 
Huntington, 12, West Virginia. 





G-E Frost-Guard freezer 


G-E Freezer 


A new Frost-Guard freezer that 


eliminates frost coatings on food 
packages, walls and shelves; de 
frosts itself automatically every 


24-hrs., is announced by G-E. 

A blower keeps flow of freezing 
air circulating throughout freezer, 
penetrating every package; there 
are no coils under shelves; packages 
are never frozen to shelves or to 
each other; freezing system located 
behind the entire rear inside wall, 
itself to food 
matically operates continuously un- 


adjusts load, auto 
til all food is frozen, then returns 
to normal cycle; alarm light shuts 
off to warn of current failure; up 
right; book-shelf type; 438 Ibs. ca 
pacity; door holds 82 Ibs.; basket 
holds 
loading or unloading. 


76 lbs., and swings out for 


Other freezers in line range from 
357 to 630 lbs.; straight-line design; 
no coils on back are other features; 
available in pink, turquoise, wood 
tone and white. General Electric 
Co., Household Refrigerator Dept., 
Appliance Park, Louisville 1, Ky. 





Hotpoint range No. RC-302 


Hotpoint Ranges 


A series of 4 new ranges for 
spring selling is announced by Hot- 
point .They include RC-612 ,a sin- 
gle oven deluxe 30 in. model; fully 
automatic, it has lighted pushbut- 
tons, thermostatically controlled 
surface unit; wide oven, automatic 
rotisserie that barbecues a 12 Ib. 
ham or 10 Ib. automatic 
clock; 
2600-watt Calrod surface unit and 
») 


roast; 


mealtimer; oven timing 


storage drawers; in white, yel- 


low, copper brown, turquois and 
coral; optional accessories include 
custom cooker and server, thawer 
oven and turnover grill. 

RC-282, RB-282 and RC-302 in 
grey and white. RC-282 is a 39 in. 
range with single oven, pushbutton 
controls; divided surface top; two 
2600-watt units and two 1600 watt 
units; master control panel; oven 
timing clock; automatic rotisserie 
and 2 storage drawers. 

RB-282, 


30-in. version of R¢ 


282, features a 23-in. wide oven; 
features include a rotisserie; oven 
timing clock; automatic rotisserie 


and 2 storage drawers. 
RB-282 is 30-in. version of RC- 


282. Features 23-in. wide oven; ro 


tisserie; oven timing clock; auto- 
matic oven temperature control; 
pushbutton controls; new 2600 
Wa.t surface units. 

Budget priced RC-302, double 
oven, model with full width storage 


drawer at bottom features a 2600 
watt unit pushbutton controls over 
timing clock; automatic oven tem 
perature control; full width tor 
age drawer. Hotpoint Inc., 5600 W. 


faylor St., Chicago 44, Tl. 
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GENERAL ELECTRIC-TELECHRON 





WITH EASY-TO-SELL FEATURES... — 


NOW! ATTRACTIVE DAYTIME DIAL 

















SNOOZ-ALARM® CLOCK $8.98 


MODEL 7H241-K: Combines 
two sure-fire features: “Read- 
Easy” lighted dial plus the alarm 
that wakes ‘em, lets ‘em snooze, 
then wakes ‘em again. Smartly 
styled with antique white case, 





LIGHTED DIAL CLOCKS AT 


i ideas! Now ¢ the makers of ( yeneral Elec tr it -Telec hron 
vive you the new “Read-Easy” lighted dial for new sales 
It all adds 


yours to offer at surprisingly low prices: 


lalk about “can't-miss 
clocks 


excitement 


not only 
but introduce it on two best selling alarm clocks. 


up to double sales appeal. and its 


NOW! EASY TO READ 





white dial. 4” high x 414”’ wide. 


LOW PRICES 


$7.98 for the RADIAL and $8.98 for the SNOOZ-ALARM clock. Order today! 

The “Read-Easy” illumination feature also gives you a big selling plus. 
It’s a different kind of full-time illumination that lasts for years and years. 
What's more. it lights up the dial and makes it easy to read near or far. 


---DAY OR NIGHT 

















Attractive 7 
Doytime Ff 
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RADIAL $7.98 


MODEL 7H245-K: A fa- 
vorite alarm clock, now 
with white dial and ‘‘Read- 
Easy” lighted dial. Color- 
right beige case, brown 
hands and numerals, and 
brass sweep second hand. 
3%” high x 514” wide. 





FLASHING LIGHT DISPLAY 
DEMONSTRATES AND SELLS ’'EM ON 
“READ-EASY” LIGHTED DIALS 


The colorful flashing light display (shown at left) attracts customers and sells 
the lighted dial idea. It comes complete with bulb and cord, sets up in seconds, 
holds three clocks and tells a complete story. Ask your distributor for details. 


< ENVELOPE STUFFERS 


Lar 
> ae te 
fr” Envelope stuffers in full color with retailer imprint and order 
\ \ blank are available for the new lighted dial clocks and also for 
(eee — a Selection of Snooz-Alarm clocks. Now is the time to ask your 


distributor about them 
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. CLOCKS ANNOUNCE NEW ALARMS 
' FOR TRADE-’EM-UP PROFITS 


.--LIGHTS UP AT NIGHT 


NOW! NEW SNOOZ-ALARM’ CLOCKS 


Little Snooz-Alarm Clock $6.98 Golden Circle Snooz-Alarm Clock $9.98 Richwood Snooz-Alarm Clock $14.95 


MODEL 7H253-L: Biggest selling Snooz-Alarm clock now in MODEL 7H265-L: America’s most wanted alarm feature now MODEL 7H260: First Snooz-Alarm clock in a rich wood case 
color in its luminous version! In addition to gray in which it in a round, antique white case. Fully luminous chocolate tan 
was introduced, this model is now available in pink and blue dial, bright brass bezel that highlights the eye-pleasing case. 
cases. 358” high x 3'2" wide. Fits crowded night tables Brass sweep second hand. 4'4" high x 4” wide. 


Distinctive African mahogany case, easy-to-read white dial 
mirror-bright luxurious wide brass bezel. Brown numerals 
and hands, brass sweep second hand. 4'2” high x 6'4” wide 


BLUE my 


‘ What's better than six Snooz-Alarm clocks? Eight of them! And _ that’s Alarm clock, you can now offer the shape preferred by one-third of all 
exactly what you'll find in America’s fastest selling alarm clock family... alarm clock buyers. And with the Richwood model. you can now sell Snooz 
the only family that wakes ‘em, lets “em snooze. then wakes “em again Alarm clocks for den or desk as well as the bedroom. Stock the whole family. 

Now that these two new models have joined the fold. your Snooz-Alarm And don't forget the big opportunities in the new colors of Little Snooz 

. clock opportunities are bigger than ever. With the new Golden Cirele Snooz- Alarm clock. There’s a style and a price for everyone who enters your door! 


A Snooz-Alarm Clock for Everyone! 


Weekly TV show sells Snooz-Alarm lo 
and “‘Read-Easy” lighted dial clocks | G E N E R A L 36) E LE CT R I C 
These dramatic clocks are featured on the 


——____ , 
G-E COLLEGE BOWL, an exciting weekly C ? A . 

show that appears Sundays on the CBS tele ¢ 4 CL VLOVl 
vision network (5:30 P.M. Eastern and Pa 


cific Coast Time, 4:30 P.M. Central Time 


Stock up on both kinds of clocks, and tie in 


with your own local advertising and displays 
hwoot Snooz-Ala 


Clock $14 95 
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new products 














Kelvinator 
Air Conditioners 


Che deluxe line of ‘Masterpiece’ 


room air conditioners includes 9 
models ranging from 1 h.p. and 
more than 10,000 Btus per hr., to 
214 h.p. and more than 19,000 Btus 
per hr.; features include a combi 
nation electro-magnetic air filter 
which provides nearly %5 percent 
filtering efficiency; and the “filter 
automatically 


mati ignal” which 


tells user when filter is clogged and 
require cleaning: ™-directional 
cooling directs air where most need 
ed, even into adjoining room at 


ame time; simple controls are cor 


cealed behind vertical louvel 


which lift up easily. Kelvinator 
Div., American Motors Corp., De- 


troit 32, Mich. 





Emerson Electric Northwir 


Emerson Electric 
Air Conditioners 


Iwo automatic heat pump unit 


featuring reverse cycle air condi 


tioning and ipplemental heating 
are newcomers in Emerson Electric 
1959 line of Northwind air condi 
tone! Other units in line are 4 
inits ranging from portable 64 Ib 
init to a 2-h.p 


17,000 Btu 


mode! producing 


\ new feature in all models is a 
ignal light that indicates what the 
unit is set to do; Fram Permachem 
treated filters in all models; other 
features are 1-knob, finger-tip con 
trol of air directional flow and Vari 
Air control; also permits control of 
noise level of unit. 

Northwind units less than 24-in. 
wide 

Heat pump units 1-h.p. 230-volt, 
11,000 Btu cooling and 10,000 Btu 
heating; upplemental heat is 
phased-in at various temperatures 
to compensate for loss of Btus in 
herent in units with only reverse cy 
cle heating. 


2-h.p. heat pump also operates on 
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230-volts, 17,000 Btus 
10,000 Btus heating; 


also has phased-in resistance heat 


pi oduces 


cooling and 


ing to supplement heat pump oper- 
ition. For wall installation both 
inits can be supplied with a builde 
kit ineluding decorative front, a 
built-in lintel to support masonry 
construction; front protrudes from 
wall less than 2-in. and covers en- 
tire front of unit; switching mech 
anism accessible by sliding front to 
right about 4 in. 

Other units are: AC9-13, portable, 
veighing 64 Ibs. producing 3200 
115-volts, 7% 


amps. A l1-h.p., 115 volt unit with 
all features including Vari-Air con 


Btus; operates on 


trol, Fram Permachem filters, sig 
nal light, filtered fresh air intake 
and exhaust; produces 7000 Btus 
and draws 7'2 amps. A 1-hp 230- 
volt unit with all features of above 
produces 11,000 Btus. Largest unit 
in line is a 2-h.p., 230-volt unit pro 
ducing 17,000 Btus. Emerson Elec- 
tric Mfg. Co., 8100 W. Florissant 


Ave., St. Louis, 21, Mo. 





Amana 1959 
Air Conditioners 


Quiet operation, compactness and 


naximum cooling capacity high 
ight 1959 line of Amana room air 


conditionet Compact series in 1, 


1's and 2 h.p. models incorporates 
on certain models the heat pump 
feature, which converts the air con 
ditioner into a heating unit by re- 
versing the cooling cycle and giving 
a steady flow of warm air during 
pring and fall weather. 

Styling changes include front 
panel controls on Compact line; 1- 
h.p. unit is 134 in. high 25 in. wide 
and 16% in. deep for easy do-it 
yourself installation. The 1% and 


h.p. units measure 15 in. high, 


25 in. wide, 20 in. deep. Silent-Aire 
turbine, condenser and evaporato 
coils in all models are made at the 
Amana lowa plant. 

Permanent-type washable Dynel 
filter, easy to remove, clean and re- 
place. 

Air Command line has units from 
% hp to 2 hp; all 7 Air Command 
units are 15 in. high 25 in. wide and 
28 in. deep. 

Year ‘Round conditioners in 4 
units range in size from 1 to 2 h.p.; 
and measure 15 x 25 x 28 in.; fea- 


ture maximum cooling for hot 


weather and Heat Pump for frosty 
days, with automatic defrost cycle 
that flushes away the frost while 
inside blower is turned off; after de- 
frost operation is complete, unit 
automatically resumes heating; a 
supplemental heater strip that op- 
erates when outside temperatures 
drop below 50 degs is a feature. 
Both Air Command and Year 
"Round lines contain rotating air 
rotate to 
provide draft-free cooling or heat- 


deflector grilles which 


ing in any direction. Bottom pan in 
all models is a solid piece, protect- 
ing against staining etc. 
Amana Refrigeration, Inc., Amana, 
lowa. 


rust, 





Hotpoint air conditioner 


Hotpoint 
Air Conditioners 


Seven air conditioners, one mode! 
with 16,000 Btu cooling capacity 
are offered by Hotpoint for 1959. 
Complete line includes 5 1-h.p. units 
and two 2-h.p. units. 

Features include master mind 
control panel; 2-speed fan; electro- 
static filter; 


tion kit; all-direction cooling lou- 


do-it-yourself installa- 


ver; flush-silloette mounting; one- 
h.p. models available in 115-volt 7% 
or 12 amps; 230-volts 612 amps; all 
the balance in 230-volt units. Hot- 
point Inc., 5600 W. Taylor St., Chi- 
cago, 44, Il. 


one aT Te 





Kool-Mount 


Emerson 1959 
Air Conditioners 


Instantaneous self-sealing win- 


Quiet Kool 


dow mounting design is a feature of 
the Emerson Quiet Kool air condi- 
tioner line. The new Quiet Kool, 
‘Kool-Mount’ 


unit is placed in window and 


series requires no 
tools 
rigid metal self-sealing side panels 
contained within unit itself is ex- 
tended, eliminating installation and 
service troubles; available in a wide 
range of capacities. Other features 
include Robot Control panel which 
accomplishes all air conditioning 
functions at push of button, even 
the opening and closing of damper; 
permanent slide-out filter is easily 
removed for cleaning; 2-speed mo- 
tor drives 2 blower wheels for 
quieter operation 

In addition the “Tru-Slim” units 
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with 1% h.p., 12,500 Btus and 2 
h.p., 15,000 Btus; depth of these 
units is 17% in.; designed for quick 
installation in any of 4 different po- 
sitions in almost any window. 
Line consists of 1 “Pick-up” se- 
ries % h.p. model No. 500; 6 ‘Kool- 
Mount’ with automatic 
mount; 6 ‘Kool-Mount’ with stand- 
ard window mount; and 4 ‘Tru- 
Slim’ Emerson Radio & 
Phono Corp., Jersey City, 2, N. J. 





window 


series. 





Hunter all-purpose fan 


Hunter Fan 

A new 20-in. all-purpose fan is 
being featured in the 1959 line of 
Hunter. Powered by a 2-speed re- 
versible capacitor motor, the fan 
has a square frame of anodized 
aluminum in gold finish and char- 
coal gray casing and contrasting 
white grill; rocker switch with au- 
tomatic thermostat permits elec- 
trically changing from circulating 
action to window exhaust; can be 
mounted in window, on adjustable 
hanger bar, or used as a spot cool 
er; has push-button and automatic 
controls. 

Price, $59.95. Hunter Div., Rob- 
bins & Myers, Inc., Memphis, Tenn. 
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Cummins blade sharpener 










Cummins Blade 
Sharpener 

The new Cummins rotary lawn 
mower blade sharpener kit comes 
complete with No. 304-01 1'4-in. 
drill; an adjustable sharpening fix- 
ture; grinding wheel; wire brush 
and 4-piece arbor set; also may be 
used to sharpen other gardening 
tools such as hoes, trowels, spades 
and other straight edge blades; 
wire wheel brush attachment for 
drill removes all rust ete from 
tools, blades and mower. 

Price, $29.95; kit without power 
drill, $5.95. Cummins Portable 
Tools, Div. John Oster Mfg. Co., 
Milwaukee, Wis. 
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RCA-Whirlpool dehumidifier ADI-10A 


RCA Whirlpool 
Dehumidifier 


Featuring a Humidistat control 


that removes desired degree of 


moisture from air automatically; 


the ADI-10A dehumidifier removes 


as much as 28 pts. moisture from 
= in 24 hrs. in a room 40 x 30 x 10 

; dial system permits user to se- 
sid degree of humidity desired 


from 20 to 80 percent; 4 swivel 
casters; takes less than 2 sq. ft. 
floor space; easy-to-remove 8-qt. 
plastic container at bottom to col- 
lect moisture; moisture can also be 
attachment 
fitting or placing 
unit directly over floor drain; can 


through hose 
threaded 


drained 

to a 

also be set for continuous opera- 

tion; Humidistat control also serves 

as “on-off” switch. Whirlpool Corp., 
Joseph, Mich. 





Dormeyer MD-1BB drill 


Dormeyer Tools 


Three new tools are announced 
by Dormeyer: a *-in. power drill 
with geared chuck MD-1; portable 
polisher sander, PO-1, and 74-in. 
portable power saw C5-8. 

MD-1 drill for drilling in metal 
or wood, includes a Jacobs 
gear-type chuck; 
thumb switch for fast 


3-jaw 
sliding-type 
, easy control; 
removable handle for drilling where 
less pressure is required. 
Polisher 


action switch for fast, easy con- 


includes sliding thumb 
trol; lambswool bonnet; 6 sanding 
dises. 

Saw cuts vertically % to 2%-in. 
bevel cuts from zero to 45-degs.; 
other include special 
safety clutch; new 


features 
“nower-flo” 


ELECTRICAL MERCHANDISING—MAY, 


r; finger-tip adjustment 
for cutting hong aie transparent 
eye shield; 7%4-in. combination saw 
blade and rip fence. 

Prices, Drill, $34.95; sander, $34.- 
95: saw, $59.95. Dormeyer Corp., 
700 N. Kingsbury St., Chicago 10, 
Ill. 


wood slippe 





Schick shaver No. 3 


Schick Shaver 

Schick Ine., announces a new 3- 
speed razor with adjustable shav- 
ing head that provides controls ov- 
er speed and shaving head; low, 
medium or high speeds are availa- 
ble for all types of beards: thick 
wiry, stiff or 


Available in 
gray or frost white in a travel case. 
Lancas- 


dense. 


Price, $28.50. Schick Inc., 
ter, Pa. 





Air King heater-light BH6L 


Air King 
Bathroom Heaters 


New line of Berns Air King bath- 
room heaters includes a recessed 
and a surface mounted model and 
2 combination units, the Trio-Lux 
and a fan forced heater-light-ex- 
haust fan and a fan forced heater- 
light combination. 

No. BH6, is flush-mounted with 
only anodized aluminum grill visi- 
ble; a 1250-watt, 4300 Btu instant 
heating ribbon element; 
overheat 


automatic 
safety switch and fan 
forced. 

No. BH6L, 2-in-1 unit has a 1320- 
watt, 4500 Btu instant heating rib- 
bon element; 
safety 


overheat 
concave glass dif- 


automatic 
switch; 


fuser lens; anodized aluminum 
grill. 

Price, BH6, $26.90; BH6L, 1320 
watts. Berns Air King Corp., 3050 


N. Rockwell St., Chicago 18, Tl. 
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Westclox Alhambra 


Westclox Clock 


Westclox announces a new mod- 
el, “Alhambra” a decorative wall 
clock for use in any 
home—living, dining room, foyer o1 
patio; measures 124 in. square; 
lacework frame tapers away from 
face to permit flush wall mounting; 


room in the 





excess cord easily concealed in rear; 
styling includes silver dial, em- 
bossed numerals, gold-colored case; 
front hand knob sets time. 

Price, $14.95. Westclox, Div., 
General Time Corp., La Salle-Peru, 
Ill. 


SETH THOMAS 
! 


Seth Thomas ‘Manager 10 


Seth Thomas Clock 


Manager 10, has modern design; 
square steel case in gray enamel; 
white dial with black 
convex dial and hands; 


numerals; 
red current 
interruption signal with convenient 
reset knob. 
$13.95. 


Thomaston, Conn. 


Price, Seth 





Syroco clock 


Syroco Clock 


Carved flowers frame the cord 


less electric wall clock by Syroco. 


Powered by a single battery that 
will last from 12 to 15 months; 7 





Thomas, 


convenience of 
automatic movement without need 
for camouflaging a cord; available 
in metalgold or polychrome carved 


jewel clock gives 


Syrocowood. 

Price, $50. Syroco Ine., Div., Sy- 
acuse Ornamental Co., Ine., 
z.. M.. F. 


Syra- 
cuse, 
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Cornwall Thermo Tray 


Cornwall Thermo 
Tray 
Designed for barbecue chefs and 
lovers of beef, the “Cattlebrand” 
tray can be used indoors or out; has 
lightweight, 
unit; authentic brands are 


unbreakable heating 
marked 
in black against a white surface 
broken by a pattern of range-clay 
squares; heating surface is of heat 
resistant Parkwood; tray has con 
toured walnut handles; gold ano 
dized aluminum frame; available 
1 3 sizes: 12 x 9-in.; 14 x 12-in., 
and 20 x 12-in. 

Prices, $14.95, $19.95, and $26.95 
respectively. Corp., 48 
Wareham St., Mass. 


Cornwall 


Boston 18, 





Chromalox portable heater 


Chromalox Heater 
Hi-Flow 
heaters type CHF and 
feature 


Chromalox 
portable 
CHT 


and automatic temperature control ; 


automat 


versatile mounting 


15-in. high, 1412 in. wide and 9-ir 
deep, this unit has up to 13,648 
Btu's 

support 


heating capacity; chrom 


stand allows directing 
heated air-stream up or down; swi\ 
els to form wall or ceiling mount 
ing bracket; CHF is 
CHT 


thermostat, 45 to &5 


available fon 
manual control; with built-in 
full range 
degs. F., and off position automatic 
ally maintains room at present 
comfort level; both have automatic 
resetting thermal cut-out; no ra 
dio-TV 
ment enclosed against shock, 


¢ 


ture and breakage 


interference; all-metal ele 
mois 
baked-on Medi 
finish. Edwin L. 
Wiegand Co., 7500 Thomas Blvd., 
Pittsburgh, 8, Pa. 


terranean blue 
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(joie: Good Housekeeping Magazine’s April ’59 report on 
\ Wash and Wear states ‘‘overcrowding causes wrinkles’’ 
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: a ©. ‘pacity (overcrowding causes 
wrinkles). 


She needs an » EASY 
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MODEL No. COK 
(Condenser) 

Also Gas, Vented and 
Under-Counter Models. 
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that puts wrinkles in Wash and Wear 


| COMBOMATIC 


WASHER/DRYER 


The only “‘kitchen-size’’ combination 
with a BIG TUB in a small (27 inch) cabinet 


No doubt about it! The combination washer/ 
dryer is ideal for laundering modern fabrics. But, 
remember — only one kitchen-size combination, 
the EASY COMBOMATIC, is roomy enough to 
handle biggest Wash and Wear loads without 
overcrowding. Without dried-in wrinkles! EASY’s 
3.5 cubic foot clothes cylinder (larger than most 
automatic washers provide) gives Wash and 
Wears the breathing space they need throughout 


the washing AND the drying. 

And don’t overlook the Combomatic’s Wash ’N 
Wear Wash Cycle, with warm or cool water wash 
and rinse— Delicate (Wash’N Wear) Dry Cycle— 
exclusive Measurmatic Heat Control—so auto- 
matic, it’s guaranteed to prevent heat-set 
wrinkles. From every angle, the EASY Combo- 
matic is the combination for the woman with 
modern Wash and Wear fabrics on her mind. 


IN LAUNDRY PAIRS, TOO, 
EASY HAS EVERYTHING IT TAKES FOR WASH AND WEARS! 








The new Regent Pair (shown) is typical of the out- 
standing features and values that are moving EASY’s 
perfectly matched washer and dryer pairs—and mov- 
ing them fast. With the Regent, you sell two separate 
speeds—not just two cycles—five just-right combina- 
tions of wash and rinse temperatures — exclusive 
Tip-Top Filter. Matching dryer has Super Capacity 
Cylinder, three drying heats plus Fluff and Tumble, 
Measurmatic Heat Control. Talk to your distributor 
now about EASY’S ALL FABRIC PAIRS... all 
four of them! 


——__ Pe Vol at oT of 7 = ta, 
YOUR DOLLARS (AND YOUR CUSTOMERS!) BUY MORE WITH... 


EASY LAUNDRY APPLIANCES DIVISION THE MURRAY CORPORATION OF AMERICA, PALMOLIVE BUILDING, CHICAGO 11, ILLINOIS 
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Gourmet 


Roper 1959 Gas Lines 


Topping Roper’s 1959 line are 3 


Roper ranges 


“Gourmet” gas ranges equipped 
“Epicure” 


and Custom” 


with automatic features; 


series, “Deluxe” mod- 


els all feature new styling, modern 


accents of black and chrome; “Cir- 


cle-Simmer” top burners’ with 


forged aluminum head and _ steel 


venturi; “Tem-Trol” automatic top 


“Flame-set” 
“Rotis-O-Grill” 
range-top cooking center. 


burner with control; 


improved 1-way 





Roper built-in gas oven and surface units 


An expanded line of built-in 


oven-broiler and surface units in- 


cludes 4 ovens and 10 surface units; 


2 built-in oven-broiler fea- 


4 lock 


roasting while no one is 


units 


ture automat control for 
baking o1 
home; an oven rotisserie is also of- 
fered on 2 ovens; broilers on all 
models roll out for easy access. 
Drop-in surface units in 2, 4 and 
5-burner sizes to fit varying space, 
feature “Tem-Trol” automatic top 
burner in many; in one it is used 
ona griddle providing temperature- 
controlled 


surface 


grilling; 
Hudee 


frying and 


units have a rim. 


Roper “staggered” drop-in 


A series of new drop-in surface 
Rotis-O-Grill 
also announced. 


units including a 


cooking center is 
These 


models are easy to install; 





controls are mounted on 
cooking top; 
formed from 1-piece of steel with 


no welds, rivets, bolts or cracks. In 


burner 


burner boxes are 


this new series there are eight 4- 
burner models in “cluster” or “stag- 
gered” arrangements; all come in 4 
porcelain enamel 
finish; 
are arranged in V shape; silver-jet 
burner 


colors or satin 


‘ 


chrome ‘staggered’ units 


controls are centered at 
front of top; 
grouped at left controls in 
right both 
have Tem-Trol automatic top burn- 


“cluster” models are 
with 


line along edge; types 


er optional; choice of Simmer- 


Speed or new Circle-Simmer. 





Roper rotisserie drop-in 


drop-in Rotis-O-Grill 
surface unit is suited for installa- 


The new 


tion in non-kitchen areas such as 


patios, recreation rooms, barbecue 


carts; incorporated in Thermo-Spit 
is a meat thermometer which shows 
internal meat temperature; motor- 
driven spit; unit converts to verti- 
cal broiler using wire racks which 
hold broil- 
ing; 
beneath 


meat in position for 


twin gas burners concealed 


cooking surface provide 
fuel for both types of cooking; a 
griddle is also included; fitting over 
burner, it provides fast grilling and 
frying; snug-fitting cover conceals 
burner area when not in use. Geo. 
D. Roper Corp., Kankakee, III. 








Norge gas range 38CP 


Norge Gas Ranges 

Two gas ranges, GA-38CP (30- 
in.), and GA-68CP 
nounced by Norge; 


(36-in.), an- 
have full length 
chrome lamps and handles; auto- 
matic oven and broiler ignition; 
controlled top 
“CP” seal. 

Price $199.95 each. Norge Div., 
Borg-Warner Corp., Merchandise 


Mart Plaza, Chicago, 54, TI. 


thermostatically 


burner; window oven; 


MAY, 
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DISTRIBUTORS 


Wante 


WATER 
CONDITIONER 


98° 


complete 
(REFILLS: 2 FOR 98c) 
i ~~ 
— 


4 









MAKES PURE WATER 
FOR STEAM IRONS 


GREAT FOR 
REPEAT BUSINESS 


Over three million KLEEN- 
STEAMs are now in the hands 
of American housewives—and 
that is only the beginning of a 
huge market for “‘starter” units 
and an even bigger and stead- 
ier market for the “refills” that 
will be needed as thousands 
of tubes of water-purifying 
mineral become exhausted. 
KLEENSTEAM is packaged 
in a self-selling counter dis- 
play of proved merchandising 
power. Many potential custo- 
mers are now Jooking for 
KLEENSTEAM refills. Weneed 
more distributors to handle this 
growing business. We need 
you! 








ARS 
RITE TODAY FOR FULL PARTICUL 
w 


iN sd cole ltia Me) 


ALLINOIS WATER 
TREATMENT CO. 



































840 CEDAR ST. 
ROCKFORD, ILL. 




















How does YOUR brand 


rate in Milwaukee? 


For the 36th year, researchers for The Milwaukee Journal Consumer 
Analysis have compiled their report on this metropolitan market of more 
than a million people. Included is the up-to-date record of home appliance 
and equipment ownership, whether bought in past year, features which 
influenced choice, type of equipment used, brand positions and trends in 
buying habits 


Get the 1959 report 

on appliance buying trends, 
ownership, 

brand positions, 

equipment used 


All data in this edition has been obtained since January |, 1959. To be 
sure you get a copy of this informative report, contact our General 
Advertising Manager, N A. Saukerson, or our representatives. 





Milwaukee Appliance Market 
Boosted by New Homes 
and Top Bracket Incomes 


Milwaukee rates high in percentage of families 
owning most types of appliances, but the potential 
here mounts up to boxcar figures in new prospects 
as well as replacements. For example, 


only 32.3% own automatic clothes dryers. 
20% own separate food freezers: 


Appliance Subjects Covered in the 1959 
Milwaukee Journal Consumer Analysis 


Cooking Ranges* type Refrigerators” Automatic Dishwashers 
5.4% own automatic dish washers; 15.8% own dehumidifiers Automatic Clothes Dryers’, type .. . Automatic Washing Machines 
And 10,000 new homes each year add to the wringer and spinner type, single unit pig dryer Food Freezers 
> ‘ - “= ne 7 , _ separate Dehumidifiers Electric ood Mixers Vacuum 
huge appliance and home equipment market in the Ceceiaids. - Wiautine: Weekes aes... Cebiooiian”. Runa ang dn ail 
metropolitan area alone. Here, Loo, prospects have money portable FM Radios Stereo Sound Systems Transistor 
for big ticket purchases. Among the 25 largest metropolitan areas Radios Power Lawn Mowers 
in the nation, only four have a higher average income per family ‘Report includes features which influenced choice 


THE MILWAUKEE JOURNAL 


Read in 9 out of 10 homes in the Metropolitan Area 
National Representatives, O'Mara & Ormsbee, Inc New York Chicago Detroit’ Los Angeles San Francisco 
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How to Tell a Young Adult (5th in a series) 





U R R b i She’s looking ahead to 


the best and busiest years of her life...and relying on 


appliances to see her through. From blenders to 
bottle warmers, today’s Young Adult is in the market 
for all kinds of equipment to save her time and 

work — while she has the fun of raising a family. And 
she depends on Redbook Magazine for guidance 

in appliance purchases, because Redbook is her kind 
of magazine —the one mass magazine edited 

specially for her way of life. That’s why Redbook’s 
2,700,000 families* are your best current prospects! 


Redbook The Magazine for Young Adults 


*New circulation guarantee of 2,850,000 becomes effective September 1959. 
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Caloric 30-in. range 


Caloric Range 
A 30-in. range has been added to 
the Caloric “Three” 
ranges; available in Standard and 


series gas 


Deluxe versions, it has a 24 x 20 in. 
oven with silicone door seal, chrome 
non-tilt oven racks; Roto-Roaster 
squared off 
look; push-button electrical switch- 
full-width 
drop-in 


rotisserie; modern, 
es; dripless main top; 


chrome handles; burner 
bowls and individual grates; brush- 
chrome backguard pylon. Thermo- 
Set top burners, backguard with 
clock, and convenience outlet are 
available extra; regular feature 
include tri-set top burners; smoke 
less hi-lo broiler that pulls all the 
way out; removable _ porcelain 
enamel top burner drip trays. Cal- 
orice Appliance Corp., Jenkintown, 


Pa. 





Florence gas range No. 1-903 


Florence Gas Ranges 

A line of 7 Florence gas ranges, 
5 with newly-styled Trim-Line 
backpanel, electric timer alarm- 
time clock and tubular incandes- 
cent lamp. 

36-in. deluxe has 3-way built-in 
griddle which converts to 5th top 
burner or provides extra range-top 
work area; 
burner; 


controlled-heat top 
automatic 
lighting; 2 other 36-in. models, one 
with 3-way top and one with di- 
vided top; all 36-in. models have 
20-in. wide ovens. 

Trim-Line backpanel highlights 
2 of the 30-in. models; the third 
30-in. a budget-priced model has 
white porcelain enamel backpane! 


oven-broiler 
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with Florence medallion; 25-in. 
ovens in all 30-in. models. 

Rangette, a 20-in. model com- 
pletes line; has 4 “Chrome-Jet” top 
burners; full-size oven and broiler; 
glass oven door windows and in- 
terior oven lights feature on 6 of 
the new ranges. George D. Roper 
Sales Corp., Subsidiary of Geo. D. 
Roper Corp., Kankakee, III. 





Universal ‘‘Gold Star’’ range 


Universal 
Gas Ranges 


Eight ranges have been added to 
Universal 1959 line, all manu- 
factured to “Gold Star” standards; 
offered in 40, 36, and 30-in mod- 
els with Supreme and 
features 


Custom 
styling; include  auto- 
matic clock-controlled super oven, 
“air conditioned to spread even 
blanket of heat to entire baking 
area”: “obedient burner cooking 

each self-lighting burner gives pre- 
cise heat wanted at turn of dial”; 
“‘simmer-save” permits 
number of measured cooking heats 


unlimited 


from gentle “keep warm” to fast- 
starting boil; “smoke-proof broil- 
ing’; roast-master temperature in- 
dicator; interior oven light with 
“peak-switch” oven ready Sig-no- 
lite; cleanable plate-size burner 
bowls; Reci-file rotating cooking 
chart; giant, automatic thermo- 
statically controlled griddle with 
interchangeable fifth burner grate; 
built-in rotisserie. Available in fol- 
lowing models: 9192-X, 9170-X, 
8490-X, 8471-X, 8090-X, 8170-X, 
8072-X and 8071-X. Cribben and 
Sexton Co., 700 N. Sacramento 
Blvd., Chicago, 12, Ill. 


Briefs 


Royal Chef has designed a new 
line of “‘Bilt-with-a-tile” barrel out- 
door charcoal braziers which pro- 
vide easy access to fire without 
moving grid from normal eooking 
heights; 5 models including one 
motorized unit in line ranges from 
$7.95 to $34.95. Chattanooga Royal 
Co., Chattanooga 6, Tenn. 
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At last! 


A perfected cordless electric clock! 
Accurate even if battery voltage changes! 
Accurate even if motor load changes! 
Accurate even if gear load changes! 
Accurate even as lubrication is dissipated! 


Ordinary cordless electrics cannot maintain 
this accuracy because they lose time as 

the batte ry runs down, as gears wear, as dust 
accumulates, as lubricants are dissipated ... 
and they gain time if a new battery is installed 
that feeds the clock more power than it was 
adjusted forat the factory. 


The Sessions Miracle is the only cloch 
movement on earth that automatically compensates 
for these changes to maintain pe rfect accuracy! 
FOR EXPERTS ONLY: The Sessions Miracle 
Movement makes use of a revolutionary 
principle first discovered in the development of 
timers for guided missiles. It does away with 

the escapement entirely. Unlike the 

eEscd pe Hie nt which acts ¢ ithe rasa brake On the 
motor, or serves as a ratchet drive, this 

exclusive million-dollar patented device goverus 
the electrical input to the motor. It automatically 
COM pe nsates for any change Ss tn motor specd 

ede hee ps the clock 


running in perfect time, all the time as no other 


due to whate Cer CAUSE 


movement can. It is made only by the Sessions 
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SHSSIONS 
KTS CLOCKS 

AHEAD 

100 YEARS 

WITH NEW 

MIRACLE 

MOVEMENT! 


Clock Company, Forestville, Connecticut. 


SHSSIONS 


The Company That's 
Starting a Revolution in Time! 
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new products... RADIOS, STEREO 





RCA “Sportable” TV 








RCA pocket transistor radio ‘Rio’ 


RCA TV and Transistor Radios 


win” TV 
sets, “Sportables and Tote-ables” is 
announced by RCA; 
sistor pocket radios and an all-in- 


A new line of “Thin 
three new tran- 
one stereo Orthophonic hi-fi system 
1S also anno inced 

1 table TV 


than 12-in. 


Four new portable ar 
sets with cabinets le 
feature front 


deep tuning and 


speaker also newly-designed, 
transformer-powered chassis; 
“Sportable” models are Stylist 170- 
P-04 in ebony, buckskin tan, clove 
brown or brown and sand tan; and 
Eldorado 170 P-06 in 4 finish com- 
binations: charcoal tweed; 
and gold; garnet tweed and garnet; 
tan tweed; brown and buckskin and 
simulated blond leather and 2-tone 
tan. 

Tote-able models are Debonaire 
170-P-08 in ivory, mahogany grain 
or limed oak on metal cabinet with 
telescoping type “V” type antenna; 
and Dennis, 170-P-07 in ebony with- 
out telescoping antenna. A new 
transformer-powered chassis with 
3 IF stages; channel 
equalizer; hi-level contrast control 
are features. 

The new line includes 3 teardrop- 
styled portables 2 with 14-in. pic- 
ture tubes with 107 sq. in. picture 
and a 17-in. tube; smaller models, 
Envoy (Series 140-P-02) in charcoal 
tweed, garnet tweed and ivory; No- 
ble (Series 140-P-01) in 
Sportsman (Series 170-P-03) comes 
in choice of charcoal tweed, ivory 
or blue and gray 2-tone finishes. 


brown 


automatic 


ebony; 


Transistor Radios 


Three new all-transistor pocket 
radios feature a new “High-T” cir- 
cuit; sets have 6 transistors and 2 
diodes, a new carrying handle which 
doubles as easel-type stand; newly 
developed 8% in. speaker with high 
impedance center tap voice coil; 
they operate on 8 flashlight-type 
“C” cells. 

Rio (T-1) available in three 2- 
tone finishes of white with tur- 
quoise, red or charcoal. Monaco (T- 
2) in simulated leather finishes of 
white, charcoal and saddle tan pig- 


“ 
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skin. Havana (PT-1) is the budget- 
priced model in Moonmist gray. 
Two new clock radios, also an- 

(C-4) in 
and Corre- 
pondent (PC-1). Sandman features 


“Filteramic” antenna which screens 


nounced are Sandman 


three 2-tone finishes; 


out household electrical noises and 
which 
reprieve; comes in 


a special “drowse” alarm 
gives an &8-min 
white, 2-tone finishes of white with 
pink. Also intro- 
duced is a budget priced “Flairline” 
AM-FM radio, Marquis (XF-2) in 


Moonmist. 


maple sugar or 








[ 


RCA all-in-1 stereo Mark XIV 


An all-in-one stereo-Orthophonic 
hi-fi, Mark XIV 
(PM14) has a dual channel ampli- 
fier with 60-watts output; two 12- 
in. and two 5-in. speakers arranged 
in separate systems at each side of 
14-in. auxiliary 
matching speaker cabinet (KS14) 
is connected, all 4 speakers in mas- 
ter unit become the left channel 
speaker system; available in ma- 
hogany, oak or walnut veneered 
panels and hardwood frame. 

Three portables and a table mod- 
el stereo “Victrola” phonos feature 
dual amplifiers XXVI (PF26) is a 
12-watt portable featuring a “piggy 
back” speaker which snaps into 
front of case; can be used in that 
position for playing monaurally; 2- 
tone gray simulated leather. XXV- 
III (PL28) portable has 6-watt out- 
put; two 6% in. and two 8% in. 
speakers; dual calibrated bass, tre- 
ble and loudness controls; brown 
and beige simulated leather. XVIII 


l-piece unit the 


cabinet: when 


consolette, converts to table model 
by removing brass table legs; come 
in 4 grained finishes on laminated 
hardwood panels. SEHS7 a budget- 
priced stereo with lift-away speak- 
er lid in 2-tone green simulated 
leather carrying case. RCA Victor 
Div., Radio Corp. of America, Cam- 
den, N. J. 








Motorola 21T64 lo-boy base 


Motorola TV and 
Radios 


Motorola’s 1960 TV, personal 
portable radio line features 21T64 
table TV in wood-grained mason- 
iete; safety glass is tinted; primary 
controls on front for easy tuning; 
separate tone control, 4 wafer cas- 
code tuner; power M chassis, Tube 
sentry control and Golden M pre- 
rated features new 
circuit breaker that eliminates fus- 
es; 3 matching bases convert it in- 


mium tubes; 


to a lowboy console, a swivel base 
console, or a planter consolette. 

Three _ personal-size transistor 
portables highlighted introduction 
of Motorola’s 1960 line of portable 
radio products; 11 basic models: 4 
tube sets and 7 transistor sets. 

Leader in line is L-12, completely 
finished front and back, 6-transis- 
tor plus 2 diode portable; features 
include separate battery compart- 
ment that keeps power supply 
away from radio chassis; 6-flash- 
light cells will power set for 2 
years. 

L-13 has’ external rotating 
antenna; vernier tuning; 7 transis- 
tors plus 2 diodes earphone jack 
is included in all L series models. 





Motorola Range 1000 L14 


L-14, has 8 transistors plus 2 
diodes; tuned RF stage; 3 gang 
tuning. 

X-12 pocket size portable fea- 
tures special “diffused” transis- 
tors; long battey life; magnified 


MAY, 








tuning lens; recessed controls; ear- 
phone jack and push-pull audio out- 
put; gray or smoke case. 


7X25 uses 7 


» 


transistors plus 2 
diodes; push-pull audio; long bat- 
tery life with pen-lite cells and 
strong fringe performance; salmon 
or white. 

8X26 has tuned RF stage; 3 gang 
tuning; push-pull audio output; 
maple sugar or white with gold. 

Pocket miniature XII features 6 
transistors plus 1 diode and 1 ther- 
mister; in black, red, green or blue; 
controls located on top of set; dial 
scale is magnified by bullseye lense 
and an earphone jack is included 
also a built-in easel stand. 

Price: TV, without base, $189.95 
in mahogany, $199.95 in limed oak. 
from $29.95 for XII; to 
$75. for L14. Motorola Ine., 4545 
W. Augusta Blvd., Chicago 51, III. 


Radios, 





G-E Designer Set 17T3315—16 


G-E 1960 TV 

Seven new “Designer TV” sets 
are announced as the initial offering 
in G-E’s 1960 TV line. Basic “De- 
signer” concept has been retained: 
compact, functionally styled, with 
full power transformer chassis, 
front sound and controls; a va- 
riety of colors and finishes. 

Short-neck 110-deg. aluminized 
picture tube cuts 1% in. from over- 
all depth making “Gramercy 17’s” 
12 in. deep and “Barclay 21’s” 14% 
in. deep; controls on smaller sets 
are in triangular pattern; on larg- 
er sets the secondary controls are 
arranged horizontally; 17-in. cabi- 
nets of high impact polystyrene; 
the 21’s of steel. Both have con- 
toured steel backs; push-pull on- 
off switch is now operated as push- 
pull control; chassis in all “Design- 
er” sets has increased sensitivity 
and a width control has been add- 
ed. All but 17-in. leader have built- 
in dipole or monopole telescoping 
antennas. Printed chassis exposed 
on both sides by removing back; 
simplified adaptation for UHF re- 
ception is provided; model num- 
bers and colors are as follows: 


17T3310, brown and white; 17T- 
3315, beige and white; 17T3316, 
mahogany grain; 17T3320, ivory 


and satin gold; 17T3321, ebony and 
white gold; 21T3430 mahogany 
grain; 21T3431, oak grain; 17T3320 
and 3321 equipped with handles; 
21-in. sets have carrying grips on 
each end of cabinet. General Elec- 
tric Co., Television Receiver Dept., 
Electronics Park, Syracuse, N. Y. 
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SALES UP 


3M 


More Duomatics in use than 
all other washer-dryers combined! 





No wonder Philco dealers across the country are setting new : Philco 
sales records for the Philco-Bendix Duomatic. — Duomatic “uae 
Only the Duomatic gives you proved consumer acceptance. = 

Only the Duomatic gives you big-ticket margin at a volume CABINET 30” 32” 27” 33” ” 26%” Fits anywhere 
selling price. Only the Duomatic gives you proved quality. _— er - 
Records show it’s more trouble-free than the average auto- MAXIMUM 200 300 We te 280 108 108 560 ‘Faster spin 
matic washer and dryer pair. And just look at the Duomatic SPIN SPEED 4 Camp Gites SoTTETEY 
performance story. . ie 

















WATER Faster drying 
RETENTION* 128.5% 150% 147.5% 144.8% 144.8% 72% saves time, heat, money 





No No No No Yes Yes A must for woolens 


COLD-WATER 
WASH and special fabrics 








Cleanest washing for 
SOAK CYCLE No No No No No Yes heavily soiled clothes 


WASH AND NSA SN SS 
DRY TIME 124 min. 125 min. 135 min. 120 min. 120 min. 108 min. Fastest combination 
(rated load) y 











*Water retention measured after final spin of wash cycle. If water retained 
weighs less than clothes load, water-retention figure will be less than 100%. 


CALL YOUR PHILCO DISTRIBUTOR TODAY! 


QUALITY 
FIRST! 
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Quick 
easy way 
to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 








ROSMAR 
STEAM IRON 
CLEANER 


Model CT—with flared joint 
for copper tubing 


° scientifically pre- 
pored formul jissolves 
scale odds yeors ’ 
additional life t 


@ STEAM IRONS 
@ VAPORIZERS 
@ TEA KETTLES 


@ STERILIZERS 






The national demand be 

. Model ST— 
cavee permits using fap for pipe connections 
or well water. Get your 


shore of this business 


USED BY STEAM 
IRON MANUFACTURERS 


for mak- 


SKINNER-SEAL SADDLE TEE 


ing pipe connections. No pipe cutting or 





threading. Only one bolt to tighten. 





Quick, easy. Cuts cost. For installing wash- 





ers, driers, gas refrigerators, heaters, 
to retail at $1.00 








etc. Write for circular 
ORDER THRU Y JR JOBBER R 
WRITE FOR NAME F NEAREST SUPPLIER 


ROSMAR MFG. CO., Dept. CF] 
aie . 


w IRVIN PK AD. CHICAGO 13 ILL 








M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 








You \ ! \ The water-repellent canvas jackets 
1 floor t eliver it \ oft flannel linings of Webb Sling. 
Vre selling yourself. You want her about give her, and you, that pro- 

to remembet ou with pleasure WwW tection. Webbing handholds help you 
protected her new appliance and naneuver appliances safely and 


| nto place 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 





Send price of Slingabout or Wrapabout for 
Model + Make _— 


Range [| Washer (specify) 


Webb Manufacturing Co. 
2918A N. 4th St., Phila. 33, Pa. 


[] Refrigerator Freezer Dryer 


FIRM NAME ATTENTION 










STREET CITY - ZONE STATE 


NEW PFOMUCTS — races « rxono 





Roland “‘Transiclock”’ 


Roland Clock-Radio 


“Transiclock” is an all-transistor, 
pocket-size clock-radio; powered by 
7 transistors and 4 penlight batter- 
ies, for more than 200 hrs. opera- 
tion; clock mechanism runs for full 
year on one penlight battery; fea- 
tures include slumber _ cut-off 
switch; timer for waking to mu- 
sic; in fringe areas the built-in fer- 
rite rod antenna gives clear recep- 
tion; bi-fi tone is produced by Al- 
nico V permanent magnet speaker; 
earphone jack for private listening; 
set weighs 1 lb. 7 oz.; break-resist- 
ant plastic cabinet in turquoise or 
jet with silver and gold trim; 3-po- 
sition tuck-away handle serves as 
carrying handle or easel or folds 
out of way for packet portability; 
cabinet measures 65 in. wide, 2 
in. deep; 4% in. high. 

Optional equipment includes a 
tan leather carrying case with sad- 
dle stitching and a reversible (right 
or left) earphone. Roland Radio 
Corp. Div. Herold Radio & Electron- 
ics Corp., Mount Vernon, N. Y. 





Zenith “Faust 


stereo phono 


Zenith Stereo Phono 


Enclosed in one compact “carry 
about” cabinet, the “Faust” plays 
present monaural records and new 
stereo records; houses its compan- 
ion remote stereo speaker system 
in removable cover of cabinet which 
can be placed up to 20 ft. away 
from main unit or stays attached 
when monaural records are played. 

Features include a Custom-Mat- 
ic, 4-speed recorder changer that 
accommodates 78, 45, 33-44 and 16- 

rpm talking book records; 12 
10-in, 10 12-in, or 14 7-in. records 
can be played automatically; auto- 
matic shut-off turns off changer 
and amplifier when last record fin- 
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ishes; lightweight metal tone arm 
has dual needle stereophonic cart- 
ridge with a 3-mil tip for 78 rpm 
records and a 7 mil needle for ster- 
eo and LP records; each needle is a 
manufactured sapphire and can be 
replaced singly without changing 
cartridge itself. 

Other components include a ster- 
eo dual channel amplifier that 
“puts out” 5 total watts; 4 Zenith 
speakers are used with crossover 
network; main unit and removable 
cover contain 5x7 in. woofer and a 
3% in. cone tweeter with Alnico 5 
magnet; 80 to 15,000 cps speaker 
response; a loudness control per- 
mits listener to enjoy full audible 
range with loss of bass and treble 
frequencies, even when level is low; 
separate bass and treble controls, a 
stereo balance control, modern cab- 
inet design with carrying handle 
are other features. Cabinet is cov- 
ered with Durastron in charcoal 
and white. 

Price, $129.95. Zenith Radio 
Corp., 6001 W. Dickens Ave., Chi- 
cago, 39, Ill. 








G-E table radio T-140 


G-E Radio 


A dual speaker table radio styled 
in sage green (T-140) or rose beige 
(T-141) is introduced by G-E radio 
receiver dept; features include dual 
4-in. G-E Dynapower speakers to 
provide balanced tone quality; 
loudness control for improved low- 
frequency bass tones automatical- 
ly; and a push-pull on-off switch 
which allows radio to be turned on 
and off without changing desired 
volume setting. 

Both models have polystyrene 
plastic printed circuit 
chassis, built-in ferrite rod anten- 
na, 4-tubes plus rectifier. 

Price, $24.95. General Electric 
Co., Housewares and Radio Receiv- 
er Div., Bridgeport, Conn. 


cabinets; 


BRIEF 


Norelco announces 3 new moder- 
ate size speaker enclosures and an 
integrated speaker system de- 
signed for hi-fi stereo reproduction; 
two of the models can be mounted 
horizontally in bookshelves; de- 
signed for use with new Norelco 
T-7 loudspeakers, all work equally 
well with most other speakers; 
available in mahogany, walnut, 


blond or cherry (Fruitwood). Hi-Fi 
Production Div., North American 
Philips Co., Inc. 












el 
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could be the distance between you 
and a big automatic washer sale! 


] 


See how the towels on the right are half again as thick and fluffy as the same 
number on the left? That’s because they were rinsed in Sta-Puf*, the miracle 
rinse that restores luxurious softness to all soap- and detergent-hardened fabrics. 

This is vitally important to you, because more and more of your high-profit 
washers are equipped to add Sta-Puf Rinse automatically — an appealing feature 
to the millions of women who are already accustomed to using Sta-Puf in their 
present washers and hand washes. 

Another strong selling point—Sta-Puf is particularly effective in further 


reducing the amount of ironing needed by wash ’n wear apparel. Many fabries 
and most flatwork dry almost wrinkle-free. 
Because Sta-Puf and your automatic washers make such a good team in 


turning out a better wash with less work, we think you and we make an equally 
powerful promotional team. We’re already pushing your washers in our adver- 
tising and store promotions... you can benefit, too, by talking Sta-Puf, and 
tying in with our efforts. Write us today for details about Sta-Puf merchan- 
dising help for you! 


A. E. Staley Mfg. Co., Decatur, Illinois 


PA 
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Now! capitalize on the sales | 
exclusive Norge Dispensomat | 
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EXCLUSIVE DISPENSOMAT INJECTS WASHDAY WONDER PRODUCTS AUTOMATICALLY EXCLUSIVE FABRIC WASHING GUIDE 

Detergent, bleach, water conditioner and fabric brighter, softer, fluffier! They have a luxurious like- Gives you proper settings instantly for wash 
softener are dispensed at the proper time in wash new look and feel! And you can prove it on the spot speed, spin speed, time cycle and water temper- 
and rinse cycle, automatically! Clothes come out with dramatic demonstrations! ature for every fabric including Wash 'n Wear. 


THE PERFECT PAIR FOR WASH 


First and Only Agitator Designed 






£ 


For the 2-Speed Operation 
Wash ’n Wears Demand! 





Every other manufacturer in the industry is 
using the same agitator for two-speed washing 
that they used for one-speed operation. But we 
all know that at slow speed, clothes tend to 
dangle on vanes. Washability goes down. Wear 
goes up. 

But this new Norge agitator is specially 






No Strain on 
Wash ‘n Wear Seams 
or Stitching ! 


designed to give full washability at slow speed. 
Vanes are ball-point edged to prevent slightest 





wear ‘n tear on clothes! 


Exclusive 3-Way Lint Filter 


Screens out lint as water is pumped up 





thru agitator and into filter during both 
wash and rinse. There’s no recirculating 
water. No moving parts to get out of order. 
2 Silt and scum is floated right out of tub 
during overflow rinse. 3 Sediment and sand 
is spun out at base of tub. 





Model AWW-502 Washer and Model ED-500 Dryer 
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> § power of wash’n wear with 
@ Washer and Hamper-Dor Dryer! 




















> 
EXCLUSIVE FABRIC FORMULA DRYING. Just SUPER-FAST WRINKLE-OUT SETTING. Saves 
dial '‘Wash 'n Wear” (or any other fabric) and hours of ironing! Turns out wash 'n wears ready to 
Fabric Guide shows proper control settings to make put on! It’s the special, safe heat setting recom- 
...with follow-the-dots simplicity. mended by fabric manufacturers. 


"N WEAR! Exclusive Sealed Air Circuit 


floats clothes dry in the world’s biggest drum! Huge 6 cu. ft. cylinder and 


be largest air flow of any dryer permits free tumbling action that assures faster 
= =a al drying...saves wrinkling and creasing. Smooth, unperforated cylinder surface 
< 





prevents snagging, reduces linting. No possible hot spots to scorch clothes! 





Exclusive 4-Way Dry handles even the most delicate fabrics safely! 


Another Norge first! Permits drying fabrics world’s shortest clothes line! It goes inside 





= never before possible in an automatic dryer. the drum for drying Orlon sweaters, nylon 
Customer can dry with room temperature hose, lacy negligees, sheer nylon slips, and 
air or heated air... with or without tumbling. | other delicate items requiring special care! 


There’s even a stationary drying rack—the Only Norge offers such flexibility! 





|° y mn Exclusive Hamper-Dor funnels the clothes right into dryer drum! 
od , ———— 7 : » 
Kasiest to load of any dryer! Clothes chute | Hamper-Dor becomes a handy sort ’n stack 


position saves dropping washed items on _ shelf. All the way open, it’s ideal for up- 
floor when loading dryer. Half-open, the close basket loading or unloading. 


Creative 
Engineering 
For Sales! 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. Export Sales, Borg-Warner International, Chicago 3, Illinois 
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THIS PLUG 


STAYS 

IN 
* THE 
OUTLET 








GRIP PRONGS* ependable service on all electrical 


\ lable « the better cor plete cords only 


ey 








sRIP PRONGS*® Expond ond 
actually grip sides of slot 














Positive electrical contacts — No 
strain. No damoge 
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WIREMAKER FOR INDUSTRY °U.S. Pat 
4a0tes SINCE 1902 
CHICAGO 
Magnet Wire * Lead Wire * Power Supply Cords, Cord Sets and Portable Cord ¢ Aircraft Wires 


Welding Cable ¢ Electrical Ho rds * Electronic Wires * Automotive Wire and Cable 


seit THE BESTS sei BURGESS / 


AMERICA’S 


Fastest Growing, 


FLASHLIGHT 
BATTERY 


only SEALED-IN 
CHROME PRO 





because it's America’s 
STEEL, LEAKPROOF ANI 
TECTED Flashlight Battery 


Here's Why It's Different and BETTER! 


Steel ee 
P chrome Cap + opi Heavy 
Protected and i Laminated “™ Steel 
Cell Bottom Barrier Y Tube 
Plate 


Plus A WHOLE GALLERY OF PROFIT MAKERS 


r 1° 1° oo 


od! © K, a eee ot 

a se 9 4 

' 
=) 
Og SF yy 
BURGESS MAGNET SATELLITE TORCHES VANGUARD FLASH Tu-Tone PENLIGHTS 
LIGHT (No. 159 Neos 457, 357 = LIGHT No =e No. 152 

Suggested Retail | per esig 
light $1.2 tail each 


uF 


Perma t mag 
Suggested Retail Sccomated Rerail $: 3. 29, “Suggested “Re- 
¢ 75. 


$1.79. $1.95, 


r fay r a \ 


a. aa i. m.. 





RADAR- +g {TW RADAR-LAMP T PORTABLE RADIO 
fled No. TW7 and 8 — BATTERY ASSORTMENT 
“ih tecapenthe ghar ' ieee nha No. 594) 
Sysgesied Retail t light Suggested Suggested Retail $6.95 ‘O° fransistor and tub 
$12.40 complete Retail $8.95 complete complete type radios. Suggested 
Retail $32. 70. Display 
Flashlight and Penlights Priced Without Batteries FREE ! 


Unless Otherwise Specified 


Onder these ovlitanding BURGESS pnoawlt frow your diktribulor TODAY! 
BURGESS BATTERIES 


BURGESS BATTERY COMPANY 


FREEPORT, ILLINOIS 





NIAGARA FALLS, CANADA 
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Emerson Stereo hi-fi 


Emerson Hi-Fi 
Stereo 


With the introduction of its Cus- 
tom Crafted series, a completely 
integrated line of stereo hi-fi com- 
ponents, Emerson Radio announces 
entry into hi-fi components field. 

Custom Crafter series provides 
co-ordinated components that can 
be used in various combinations for 
flexibility and versatility. 

Model 908 master control center 
consists of a Dual-Channel hi-fi am- 
plifier and speaker system and re- 
ceives AM and FM stereo simulcasts 
and separate AM or FM programs; 
provisions for attaching No. 910 
stereo record changer, as well as 
connections for external speaker 
facilities such as No. 974; hand- 
rubbed genuine hardwood veneer 
cabinet, limed oak or 
walnut 

No. 974, hi-fi speaker system to 
match No. 908 in same 3 finishes. 
No. 910, ¢ 
i-speed changer for stereo and mo- 
matches No. 908 


mahogany, 


‘ustom Crafted automatic 


naural operation; 
and 974 in finish. 

No. 901, stereo hi-fi dual ampli- 
fier with changer is 
equipped with Emerson Dual-Chan- 
nel hi-fi amplifier; automatic 4- 
speed stereo changer; shelf-sized 
provisions for at- 
tachment of external speaker sys- 


automatic 


unit contains 


tems No. 974, and a 3-position se- 
lector switch for operation of left 
or right speaker systems or both. 
Built-in balance control; mahoga- 
y, limed oak or walnut. Prices No. 
908, $98; No. 974, $28; No. 910; 
$48; No. 901, $78. Emerson Radio 
& Phono Corp., Jersey City, 2, N. J. 





Phonola deluxe stereo No. 3359 


Phonola Phonographs 


Waters Conley unveils a com- 
plete new line of Phonola phonos 
consisting of stereophonic consoles 


in 3 styles and 4 wood finishes: in 


MAY, 1959 


UCTS rnonos 


addition 13 stereo and monaural 
portables. 

All Phonola stereo phonos are 
complete, self-contained sets. Fea- 
tured in line is a stereo portable 
No. 3359, which has 2 sets of speak- 
ers that detach from either side of 
center control unit; speakers may 
be spread out to a total stereo au- 
dio are 17-ft. wide. Each set of de- 
tachable speakers has an 8 in. 
woofer and 4 in. tweeter; plays all 
1 speeds automatically; turnover 
sapphire 30-watt plate 
power. 

Other models in line include No. 
3559 stereo hi-fi consolette in ma- 
hogany or limes oak; has two 8-in. 
speakers; plays 4 speeds automati- 
cally; turnover sapphire needles; 
heat resistant cartridge; dual chan- 
nel amplifiers. 

No. 3459 stereo hi-fi Deluxe con- 
sole has 10 in. woofar, 4 in. tweeter 
for each channel; cabinet has 
acoustical reflex slots; speakers 
angled and tilted; diamond needle; 
compartments in cabinet separate 
speaker units, dual channel ampli- 
fier and controls for rumble-free 
operation; jacks built-in for stereo 
extension speakers. 

No. 3159 stereo automatic Duo- 


needles; 


Fi portable designed to conceal sec- 
ond speaker unit; two 4-in. speak- 
ers in each unit; automatic 4-speed 
operation; dual channel amplifiers 

No. 3059, stereo automatic porta- 
le has twin 54 in. speakers; one 
in main unit, other in detachable 
second unit; automatic 4-speed op- 


‘ration; turnover sapphire needles. 





Phonola manual portable No. 2959 


No. 2959 stereo manual portable 
has matched 4-in. speakers in main 
unit and in detachable lid; amplifi- 
ers in stacked channels built as one; 
separate volume control for each 
channel. 

No. 2759 stereo hi-fi automatic 
portable has twin dual speaker sys- 
tem; main unit and detachable lid 
contain 6-in., and 4 x 6 in. speak- 
ers; automatic in all 4-speeds; dual 
channel amplifiers. 

No. 2659 stereo automatic port- 
big ster- 
eo sound when opened; twin sets of 


able compact when closed; 


1 in. speakers in lid and main unit. 
No. 859 hi-fi Phonola-matic is a 
monaural unit; 2 speakers 544 and 
1 in.; 4-speeds automatically; hi-fi 
amplifier. 
No. 759 Duo-Fi phono plays 4 


speeds automatically; has two 4-in 
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why Magnavox 
is “the ~ndustry’s 
only profitable 
“franchise ... 
































You hear it from one dealer after another: “Magnavox is the only franchise I make money 
on.” Why? ... Why in 1958 did a small family of franchised dealers sell $100,000,000 in 
Magnavox products? Why did the top 100 dealers (including appliance, music, furniture and 
department stores) average $150,000 each—ranging from $100,000 to $2,000,000—at full 
list price? The answer is no secret. Magnavox and only Magnavow offers the prestige line that 
adheres to sound merchandising principles that assure dealers a solid profit—and real volume. 


e Magnavox limits the number of dealers to each 13° of Magnavox sales are 24” models—priced 
market. Less than 2‘: of all dealers nationally from $249.90. 


are franchised by Magnavox 4 
ire franchised by Magnavox. e Magnavox stereo hi-fi leads by a wide margin 


e Magnavox provides profit margins up to 20 In 1958, 1500 Magnavox dealers sold 27‘: of all 
higher than competition—and guards these mar- the stereo consoles in the country. 
yl : o9ongINns scr apse () ’ Magn: » 7 ¢ : : 
gins against discounters. Only Magnavox prod e Magnavox offers the only complete line of stereo 


ucts are fair traded. hi-fi: 7 self-contained models; 5 identically 


e Magnavox list prices actual selling prices—are matched two-piece units; 5 TV-stereo matched 
from 20‘: to 50° lower than comparable models combinations; the only all-inclusive TV-stereo 
in other brands. home entertainment center... and portable 


e Magnavox is the prestige line that sells in vol- stereo systems too: 


ume. Product superiority, performance, style 
° i ) t/ ThA lai ! aD le 
selection and value make Magnavox outsell all Turn the page lite 


other brands in many stores coast to coast. of the Magqnuavow line! Compare 
e Magnavox television prices range from only it with every other brand for 
$159.50 to $545.00. 


ehigle and alive P Nee loo yourself 


e Magnavox sells more 24” TV models than any why Maqnavow is “the industry's 
other brand. Magnavox has more 24” TV models 


. : . - 
most profitable franehi é, 


in its line than the entire industry combined. 


There are a few Magnavox franchises available in some markets for qualifying dealers 
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Only Magnavox gives you . 


...another reason why Magnavox is “the industry’s only 


THIRTEEN 24’ MODELS FOR EASY STEP-UPS TO BIGGER PROFITS 





You’re way ahead of competition 
with Magnavox... more 24” 

models than all other major 
brands combined! Big, clear 





pictures and high fidelity sound 
are real consumer benefits, and 
the most tangible sell-up features 
in TV! ( ‘compare these 24” 





j 
4 


models . . . chy ailing for less Wireless Tuning — finest higt Value second to none — 4 110% bigger picture for little 
than most 21-inch “suggested fidelity sight and sound. Three speakers—Chromatic screen more than a portable. Optica! 
And remember, you keep peakers—equipped for stere Magnapower chassis. The picture filter—two speakers 
he larger Muoenavox mare - f The “‘Gold Seal’’ Imperial “Gold Seal’’ Magnaview Magnavox quality throughout. 
Danish everal wood everal styles and finishes. The Broadway in several 
$485.00 $299.50 woods $249.90 















No other TV 


your customers a style for every 


] 
| 
I 





ne today offers 


setting, a model for every 
budget! Pictured you see three 
of the ten dependable Magnavox 
Gold Seal Models that 
protect you and your customers 
with the Gold Seal 


Warranty —Television’s most 
all-inclusive guarantee! 


A new sensation in viewing 
and listening—four speakers- 
Chromatic picture—remote 
tuning. The “Gold Seal” Vide- 
orama—several styles and 


High Fidelity TV matched to 
Stereo—perfect companion to 
The Belvedere stereo phono 
shown on opposite page. The 
“Gold Seal” Deluxe Manhattan, 


Magnavox quality in budget 
models, too. Full-transformer 
chassis, optical picture filter, 
finer sound. The Magnavision, 
choice of several styles and 


finishes From $359.50 several finishes. $299.50* finishes. $199.90* 
NEW MAGNAVOX REMOTE HIGH FIDELITY 
“PHANTOM” TUNER COLOR TV 





ee 











The On'y Wireless Tuner that 
does Everything You Can Do 
“At the Set”...lets you select 
channels, adjust brightness, 
raise or lower volume, turn 
instrument on or off from 
anywhere in room! 


The Park Avenue — Superb 
color, 3 high fidelity speakers 
and powerful 10-watt audio 
amplifier combine to bring 
all the excitement and musi- 
cal thrills in a way only 
Magnavox can! 


All-inclusive Stereo Theatre—The only stereophonic home entertainment center with 
24” Chromatic TV — FM/AM radio and precision stereo phonograph with Diamond 
Pick-up... all for the price of one! Two separate sound channels. Six Magnavox high 


fidelity speakers. Four beautiful finishes. 


$545.00* 
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so much value to sell! 


profitable franchise’! 








FIVE STEREO ENSEMBLES IN IDENTICAL CABINETS 





Shown are three of the five 
beautiful and versatile 
Magnavox stereo ensembles that 
lend themselves to every room 
décor. Not just styled to resemble 
each other, they are identical 
acoustically and in appearance. 





The Belvedere — Stereo 





The Concerto 
12” bass, 8” mid- 
range and 5” treble 


No complicated installations— 


The Berkley — Precision stereo phonograph - 


phonograph $225.00, 


they’re quickly and easily 
connected by a single thin wire 
(optional FM AM radio). 


powerful two-channel amplifier. Traditional fur- identical stereo channel speakers with pow 
niture complete as shown $359.50 (not shown). $99.50 ib sig manne! 
amplifier 
The two stereo systems shown above, each incorporate a total of 8 $169.50 
Magnavox speakers—a 15” bass, a 8” mia-range and two 5” treble Identica “ere 
peaker both the master trument and the Jentical tere hanne!l (not showr 
$69.50 


SEVEN BEAUTIFUL SELF-CONTAINED STEREO MODELS 





You're looking at three of the seven 
models that provide two complete 
sound systems in a single fine furniture 

piece. Even the lowest priced model 
offers greater fidelity and more 
channel separation than any other 
self-contained stereo regardless 
how large, because of superior 
Magnavox engineering and unique 
stereo-acoustical circuitry. 





Here is one of the five 
Magnavox exclusives that 
mean extra profits for 
Magnavox dealers! 
It’s simple to combine 
Magnavox high-fidelity TV 


44) 00 
15” 15” 8” i i 


QNY 
| 


io) oe 
oY 

2-CHANNEL PRECISION CHANGER 

AMPLIFIER DIAMOND PICK-UP 





The 
FM/AM radio-phonograph. 2 
channel divided frequency am 


Imperial Provincial 


The Stratford—Stereo hi-fi phonograph with preci 

sion components shown at right. Optional FM/AM 

radio. $269.50" 
plifier—two 15” bass speakers 
plus two 1000 cycle horns. 


$575.00 


oF tite 


The Stereorama—Two 15” bass 
speakers, one 8” mid-range and three 
5” treble speakers. Two-channel am 
plifier. Precision record changer. 


$299.50 










Only Magnavox lets your 
customers select stereo 
from so many beautiful 
styles—as they like it! No 
other stereo line today 















with matching stereo- fives you the flexibility The Riviera — Qua ty Magnav 


. , ree ¢ . titi es ran- features throughout — 8” bi 
phonographs or radio- The Italian Provincial Ensemble — 24” ind — sa dy ” ' ‘8 5H iaaaee iain incl i 
age ( ‘ ode _povearyv yu | e n ot } 
phonographs ~- 10F Chromatic TV with 3 speakers . . . plus lage f a model for eve ry units. Two-channel amplifier 


matching stereo FM/AM radio-phono- 


requirement. 
graph. In several beautiful woods. 


Precision changer with Diamond 


Pick-up. Record 


a complete stereo home 
entertainment ensemble. 


torage, choice 


of colors $149.90 
the magnificent Magnavox stereophonic high fidelity-television 
*Price shown is for mahogany. Other finishes slightly higher. THE MAGNA VOX COMPANY, FORT WAYNE ,, INDIANA 
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otisis Dearborn 





PORTABLE AIR COOLER 


An ytime gael anywhere the new Dearborn SATELLITE of- 


rs outstanding personal cool comfort. The SATELLITE has crisp, 


ored good looks. 


quiet operation... 


and with all-directional air 





ontrol has more selling features that will sell for vou please 
ir customers! And because it is backed up with the impact of 
ldearborn’s lively “quality in action” merchandising and advertising 
gram, it is certain to be a sales and profit leader in your store 
| cy 
> ? bids 
aCohe - ; £ 
' 


at | £ 
| 


=i 
| we | 





".) 
et aS 7 














~Deorborn 


AIR COOLERS 


AA 


lisplays at the Mercha 








BEST 


/\ \ \\ SELLING! 


6657! 


STEAM IRON 
CLEANER : 















A MUST for 30 million 
stean 1 use today! 
« Clear VSIDE ste iron 
« End geishnes 
puttering 
e vives T t team 
e Safe tox STEAM 1ROF 
si CLEANER 
POWERFUL ADVERTIS 
ING on TV, RADIO (ont 


MAGAZINES and local [Quits 
NEWSPAPERS bring PARENT 
customers to you! | \."*ss 


$s; 











FOR TOP SALES . . . INSIST ON SSS-T ! 


FAST CHEMICAL PRODUCTS CORP. 
411 Walnut Street « Yonkers, N. Y 












Dearborn Stove Company 
DALLAS, TEXAS 





ONE MAN Safely Delivers 
800 LB. LOAD 


WHEELS SWING FORWARD 
FOR LOADING 
... BACKWARD TO BALANCE LOAD 





YOU INCREASE NET PROFITS 


= by cutting delivery costs 

“A e — Easload Appliance 
wes rucks. One man easily 
\Y and safely does the work 
J of two with Easload, the 
In and Out only truck that takes the 
f Truck weight off the man and 


The welded steel frame 
has protective rubber pads 
on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading 


x balances it on retractable 
»* wheels 


ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (FOB L.A.) only $57.50 


Colson Equipment & Supply Co. 


1317 Willow Street, Los Angeles 13, Calif 


New Products 


Phonola (con’‘t) 


speakers; automatic shut-off; turn- 
over sapphire needles. 
No. 559 Phonola phono plays 4 


speeds manually; magic center 


contoured turntable for 45 rpm rec- 


ords; acoustically designed 4 in. 
speaker. 

No. 359 manual Phonola phono 
plays 3 speeds; has 4-in. speaker. 

No. 159 luggage styled manual 
portable plays 3 speeds; magic cen- 
ter contoured turntable; high out- 
put amplifier. 

Prices, Stereo sets begin at $39.- 
95 for a manual unit No. 2959 to 
$249.95 for console No. 3459. No. 
$159.95; monaurals, from 
$19.95 to $79.95. Waters Conley Co., 
Inc., 17 E. Chestnut St., Chicago 
11, Til. 


99Or 
3359, 


Ektacom Intercoms 


Two new intercom lines, “E” and 
“W” 601 series, featuring over 5- 
watts audio output when driven 
with as little as 2 millivolts input, 
are announced by Ektacom. 

Both series have same exterior 
appearance as previous Ektacom 
equipment; new line features no 
printed circuits—conventional wir- 
ing throughout; simplified ampli- 
fier circuits; increased quality of 
components, according to the 
manufacturers. Fisher Berkeley 
Corp., 4224 Holden St., Emeryville, 
Calif. 


BRIEF 





A pocket radio transmitter which 
can home appliances at 

| push of button is introduced by The 
Alliance Mfg. Co., div. Consolidated 
Electronics Industries Corp, Al- 
liance, O. Designed as portable con- 
trol for their garage door opera- 
tors, this device consists of minia- 
ture transmitter equipped 
with single push-button control. 
Entire unit fits in leather case and 
weighs 9 oz. including battery; 
“Genie model TT-5” eliminates wir- 
ing and other installation work 1e- 
quired to equip cars with radio con- 
trols; and heralds the day when 
appliances can be controlled by 
from wherever she is; 
| powered by single 15-volt battery; 
transistorized; printed circuits. 


| 
Price, $36.75 


actuate 


radio 


| housewive 
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and the washer 





all agree 


CALGON 


CONDITIONED WATER 
does wonders for 


Wash 'n Wear fashions! 


, garment and washer makers 
know that Calgon gets Wash ’n Wear- 


Fiber, fabric 


ables brighter, whiter, naturally softer be- 
cause they’re cleaner. Here’s why: Only 
Calgon “‘locks up” minerals in water and 
soil so they can’t combine with soap and 
detergent to form troublesome washing 
film. This film builds up in clothes wash 
after wash . . . mats fabrics, turns them 
grey, yellow, stiff or scratchy. 

tank- 
even distilled water can- 


Ordinary water softeners, 
softened water, 
not give you the super-clean clothes you 
get with Calgon in the wash and rinse 
Bleaches or fabric softeners can’t do the 
job either. Remember, Calgon gets Wash 
*n Wear fashions . . . everything you wash 

. softer, brighter because they’re 
cleaner. Get Calgon 


CALGON , ~ 
RENEWS YOUR 
CLOTHES 
WHILE YOU 
WASH THEM 8 
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-LAUNDROMATION 


Revolutionary NEW CYCLE-SET POWER TIMER 


TIMER SECTION 














TIMING MOTOR 


SUB-INTERVAL SWITCH 
TERMINAL BOARD 


CYCLE SELECTION 
MOTOR 


A completely integrated 
control system for 
WASHERS + DRYERS +» COMBINATIONS 










Controls Company of America announces a clean break 


And Mes. Homemaker has established the with the past with its CYCLE-SET POWER TIMER - 


correct length of washing time, wash a completely automatic control system that can be eco- 
and rinse temperatures, spin and nomically tailored to meet manufacturers’ exact design 
agitation speeds—in short, the entire specifications. 

operation has been placed in the cycle CYCLE-SET POWER TIMER is a working example 
best suited for the type of fabric being of CC’s new “Control Systems Approach” — a policy of 


washed and the degrve of soiling. 

It is the only control available that 
automatically selects the right operating 
cycle for all of these conditions. 


furnishing manufacturers with completely integrated sys- 
tems perfectly mated to the products they control. 
Only CC’s broad control line and unequalled engineer 


Similarly, it sets up the proper operating ing facilities could produce a system such as this. See 
cycle for dryers—the correct drying it on top-of-line models of leading manufacturers. Or 
time and temperature for any type fabric. write today for full details. 


Creative Contro/s for Industry 


CONTROLS COMPANY OF AMERICA 


9601 Soreng Avenue * SCHILLER PARK, ILLINOIS 
COOKSVILLE, Ontario . Postfach 313, ZUG, Switzerland 
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MAY 


24 to 27th National Associa- 
tion of Electrical Distribu- 
tors Annual Convention, Conrad 
Hilton Hotel Chicago, Illinois 


JUNE 


1 to 3rd Institute of Appliance 
Manufacturers, Netherland- 
Hilton Hotel, Cincinnati, Ohio 


15 to 25th Summer Markets 
Merchandise and Furniture Marts 
Chicago, Illinois 


18 to 19th AHLMA Convention 
Edgewater Beach Hotel Chicago, 
Illinois 


21 to 25th NAMM Annual 
Music Show New Yorker Hotel 
New York, New York 


22 to 26th Western Summer 
Market San Francisco, Cali- 
fornia 


29 to July 3rd Summer Mar- 
kets Atlanta Merchandise Mart 


Atlanta, Georgia 


JULY 


13 to 17th National House- 
wares Show Convention Hall 
Atlantic City, New Jersey 





scheduled meetings 


AUGUST 


Week of August 10 Interna- 
tional Association of Electric 
Leagues El Cortez Hotel San 
Diego, California 


9 to 15th NARDA Management 
School American University 
Washington, D. C. 


SEPTEMBER 


28 to October 2nd National 
Hardware Show Coliseum 
New York, N. Y. 


OCTOBER 


5 to 7th American Gas Associ- 
ation Annual Convention, Con- 
rad-Hilton Hotel Chicago, Illinois 


29 to 30th AHLMA 13th Natl. 
Home Laundry Conference 
Statler Hilton New York, N. Y. 


NOVEMBER 


2 to 5th 11th Exposition of the 
Air Conditioning and Re- 
frigeration Industry Conven- 
tion Hall Atlantic City, N. J. 


9 to 13th National Electrical 
Manufacturers Association 
Annual Meeting, Traymore Hotel 
Atlantic City, N. J. 





Contest winner Arnold Reilly, Beverly Hills, Calif., dealer registers 
appropriate satisfaction as he is presented with a Dominion 4-slice 
toaster. The award, part of the $250 appliance package won by Reilly 
in Dominion’s “Feature of the Month” contest, was made by Nina 
Roman, Hollywood starlet currently in a Walt Disney production. 


ELECTRICAL MERCHANDISING—MAY, 1959 






HERE'S THE DIFFERENCE 
IN REPLACEMENT PARTS 





























FSP replacement 


parts are 


PACKAGED 


to save you money! 


Easier to handle . . 


. easier to inventory ... 
packaged Factory Specification Parts for RCA WHIRLPOOL appli- 
ances save you time and money! There’s no more hunting for 


. easier to store .. 


loose parts tossed into an empty container ...no more lost time 
in the shop or on the job. Also, valuable storage space is saved 
because, with their sturdy packaging, they can be stacked without 
fear of damage. But probably best of all, inside the FSP package 
you have a genuine replacement part. What does this mean? It 
means you save expensive, time-consuming, customer-irritating 


eall-backs that take the profit out of the job! 


IT’S BEST TO BUY FSP 


FSP replacement parts are your best 
buy because they always fit right, 
function better and last longe: 

They're built to the same 
tions as the original parts, under 
the same rigid quality control] 
vour RCA WHIRLPOOL distributor « 
1 A.PLJ.A. parts jobber! 





authorize 


Factory Specification Parts for 
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meet the toughest specifications in the industry 
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Boost for Room Coolers 


7 E said here a while back that 1959 would go 
down in the books as the kick-off year for na- 
tional promotions in the electrical industry. 

Well, you can add a new and important one to the 
list—room air conditioning. 

The newly-formed Room Air Conditioner Section 
of NEMA, under the leadership of Chrysler Air- 
temp’s Joe Ogden, has announced the first national 
sales promotion campaign to sell room air condi- 
tioners to the home in volume. The drive will be 
kicked off by a “Beat the Heat Week” scheduled for 
May 17-24. All types of ad media will be used to alert 
home-owners to buy in advance of hot weather. Bet- 
ting is that the campaign will result in unit sales 
of between 1,600,000 to 1,750,000 room coolers this 
year, as compared to 1958’s total of 1,350,000 units. 
\bout fifteen of the country’s largest manufacturers 
of room coolers are participating. 

There’s a lot of reason for optimism. Late last 
year manufacturers shipped far more units to dis- 
tributors and dealers than in any other comparable 
period, so factory inventories are about 40 percent 
lower than the previous year. NEMA standards for 
room air conditioners have been developed and 
name-plates on every model tell the customer at a 
glance the unit’s performance record. 

But there are two intangibles that can’t be over- 
looked, even with rose-colored glasses. One is the va- 
garies of the weather. Ever since the first fan was 
manufactured a half century ago, fans have moved 
in quantity only in hot weather; room air condition- 
ers have been plagued by the same problem. True, 
the development of units with both cooling and heat- 
ing characteristics may finally overcome this sea- 
sonal bugaboo, but the public to date have shown a 
mulish obstinacy to buying, except during heat 
spells. 

The second intangible in the picture is the possible 
adverse effect on sales of the 10 percent excise tax 
on all room air conditioners to be levied in the early 
future by the Internal Revenue Service. The IRS has 
been given the green light by the courts, which pre- 
viously had ruled that only units under 1-hp could 
be taxed. Even by the time this is in print, the pub- 
lic may be facing a substantial added cost and no 
one can predict what effect this will have on sales. 

At any rate, the manufacturers are united on a 
campaign to make the country room air conditioner 
conscious and the distributing trades would reap the 
benefit. If the success of other NEMA section na- 
tional promotions on ranges, dishwashers and elec- 
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tric housewares may be taken as any criterion, the 
room air conditioning industry will soon learn that 
practical cooperation pays off handsomely. 

Looking at the room air conditioner’s long term 
business potential, it might be interesting to draw a 
parallel with the growth of the electric refrigera- 
tor business. The first refrigerators were marketed 
commercially about 1920, but it took until 1928 to sell 
the first million units. By 1933—five years later—re- 
frigerators were selling a million units annually, and 
by 1935, 114 million units, despite the depression. 
They went on from there to sell four, five and even 
six million units a year through the 40’s and early 
50’s. 

In the case of room air conditioners, which were 
introduced about 1936, it took sixteen years, until 
1952, to sell the first million units. By 1953, they 
were selling at a million units annually, and three 
years later, by 1956, at the one and one half million 
unit annual volume. The parallel between the two 
devices is very close, just as the parallel between the 
service they provide is also very close. 

The refrigerator draws heat from a self-contained 
box; the room air conditioner draws heat from a 
somewhat larger box, in this case, a room. Refriger- 
ators might even be said to have pre-sold the public 
on room air conditioners. And if the room air condi- 
tioner business should parallel the refrigerator busi- 
ness, it is entirely conceivable that we will be selling 
them, within the foreseeable future, at a four or five 
million unit rate. Room air conditioners, therefore, 
might be said to be one of the brightest potentials of 
the entire appliance industry. 


We Need More Shows in Color 


SK any dealer. He’ll tell you that it’s almost im- 
possible to sell color TV without a demonstra- 
tion. But that’s exactly what’s being expected of him. 
If he remains open on Thursday nights, the first 
color program comes on at 9:00 PM. Monday and 
Friday nights aren’t much better. Almost any dealer 
can tell you stories of the customer who got away be- 
cause he wasn’t able to demonstrate the product. 
The networks say that they can’t schedule more 
color TV until more sets are sold and more sponsors 
are found for the shows. They say they can’t afford 
to run more color TV. If they want more color sets 
sold, ELECTRICAL MERCHANDISING says they can’t 
afford not to run more color television. 


MAY, 1959—ELECTRICAL MERCHANDISING 











Double take. Hamilton’s Product Manager Dave McDermand assumes a dual role to enact 
the most demonstrable selling story in the laundry equipment field — Hamilton’s 3/5 Formula 
for finest washing automatically. The 3 in the formula stands for Triple Filtering; the 5, for 
5 Separate Rinses. Hamilton’s new automatic filters at all three levels of the washtub — 
through a lint filter at the top of the agitator post, through a ring of surface filters at water 
level, through Drainaway Filters at the bottom. Hamilton’s new automatic rinses at 5 
different junctures during the wash-rinse cycle, loosening soap and scum, floating and spin- 
ning away the most stubborn film and soil. Try the McDermand double take selling 
approach on your next washer prospect. Hamilton dealers are finding plenty of takers. 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY, TWO RIVERS, Wi 






































































































































fabulous KFOOUDARAMA 


stands alone among all refrigeration products with excitement, 
glamor and a personality all its own. It has no competition. 
That’s why it’s delivering big-ticket sales at full margins 
to Ketwanmeator dealers everywhere. 


